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•  9991  doctors  in  the  United  States  have  written  requesting 
copies  of  this  valuable  reference  book.  In  it,  the  Nutrition  Labo¬ 
ratories,  Research  Department  of  the  American  Can  Company, 
have  compiled  a  helpful  array  of  facts  about  dietary  require¬ 
ments,  nutritive  values  of  canned  foods,  public  health  aspects, 
etc.  —  approved  by  the  American  Medical  Association.  20,000 
copies  of  the  book  have  been  mailed  also  to  home  economics 
instructors  for  teaching  students  the  facts  about  canned  foods. 


NEW  YORK:  230  Park  Avenue 


^  CHICAGO 
104  South  Michigan  Avenue 


SAN  FRANCISCO 
III  Sutter  Street 


938 


THIS  IS  THE  LOCK-SEAM  BODY-MAKER  FOR  THE  CAMERON 
300 -PER  MINUTE  LINE  OF  CAN  MAKING  MACHINERY 
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1.  Faulty  blank  is  quickly  removed  while  solder¬ 
ing  attachment  is  automatically  cleared. 

2.  Flux  is  applied  before  seam  is  formed,  through 
means  of  constant  level  flux  pots. 


3.  Automatic  solenoid-operated  brake  stops  ma¬ 
chine  in  1/10  second. 

4a  Water  cooled  external  solder  horn  for  litho¬ 
graphed,  enamel  lined  cans. 


^oWi  ahje>  u^cl^^Uduxd>^(^  in  tPie^  exiUwnd.: 


la  The  body-blank  feed  of  our  hish  speed  Lockseamer  is  hishly  perfected. 

For  reasons  beyond  our  control,  such  as  oily  sheets  or  scrap  trimmings,  it  is  possible  that 
the  feed  of  a  lockseamer  may  occasionally  jam.  With  this  unit  the  operator  can  immedi¬ 
ately  extract  the  damaged  blank.  The  feed  and  rolling  attachment  are  hinged  so  they 
tilt  back,  allowing  the  removal  of  the  obstruction  and  immediate  resumption  of  production. 


If  the  Bodymaker  is  stopping  for  this  operation,  the  Cameron  patent¬ 
ed  clearing-off  mechanism  is  automatically  clearing  the  soldering  at¬ 
tachment.  By  this  arrangement,  the  can  bodies  in  process  of  manu¬ 
facture  are  correctly  soldered,  regardless  of  interruptions. 

Th  is  feature  is  new  and 
should  be  seen  to  be  ap¬ 
preciated. 


CAN  MACHINERY  CO. 

240  NORTH  ASHLAND  AVENUE 
CHICAGO,  ILLINOIS 
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Sprague-Sells  Division 

HOOPESTON,  ILLINOIS  // 

MAIL  COUPON  TODAY! 

foVd"mach"nery"corporat"^ 

(Spragua-Sells  Division)  HOOPES1 
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□  Full  details  of  the  Continuous  Vegetable  Peeler, 
Q  Your  Complete  General  Catalog. 
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►every  one  knows  with  what  unerring  judg¬ 
ment  the  crow  directs  his  flight.  Over  hill  and 
dale  he  goes,  adjusting  his  course  when  nec¬ 
essary,  but  always  arriving  at  his  destination 
by  the  shortest  possible  route. 

How  simple  our  traffic  problems  would  be 
if  we  could  ship  our  cans  to  you  by  the  same 
method,  but  failing  that  we  do  the  next  best 
thing.  We  build  our  plants  at  convenient 
points  near  the  canning  centers.  Consequently, 
the  country  is  dotted  with  Continental's  modem 
plants,  all  fully  equipped  and  ready  to  give 
you  the  prompt,  reliable  service  you  must  have 
when  you're  canning. 


When  necessary  we  employ  devious  routes 
to  reach  your  cannery,  and,  while  we  are 
earthbound  in  our  choice  of  transportation,  we 
are  not  hidebound  by  method.  We,  too,  ad¬ 
just  our  course  to  insure  the  safe  arrival  of 
your  cans  at  their  destination,  on  time. 

This  progressive  policy  provides  real  in¬ 
surance  against  a  host  of  disrupting  influ¬ 
ences  which  might  normally  hold  up  your 
order.  Remember,  this  is  only  one  of  many 
important  reasons  why  you  should  do  busi¬ 
ness  with  Continental.  It  will  pay  you  to 
investigate  the  others  —  ask  any  Continental 
representative. 


CONTINENTAL  CAN  COMPANY  ' 

NEW  YORK  •  CHICAGO  •  SAN  FRANCISCO  •  MONTREAL  •  TORONTO  | 

. . . . . . .  ..  .  _ i 
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EDITORIALS 

LET’S  TALK  ADVERTISING — and  that  heading  is 
as  far  as  a  lot  of  you  canners  will  read  this. 
_  Advertising  to  the  canning  industry  as  a  whole 
is  worse  than  Greek.  “How  in  the  heck  are  we  going 
to  advertise  when  we  are  selling  the  goods  at  cost?” 
That  probably  is  the  very  reason :  you  have  to  give  the 
goods  away  because  they  are  not  advertised;  nobody 
knows  anything  about  them;  aside  from  your  broker 
and  jobber,  nobody  knows  that  you  are  a  canner,  or 
what  you  pack,  or  how,  or  where.  If  the  goods  go 
out  over  your  own  brand  they  stand  on  the  grocer’s 
shelf  like  a  wall-flower  at  a  dance ;  and  for  that  matter, 
if  you  pack  them  for  some  jobber’s  label,  unless  he 
happens  to  be  a  jobber  with  a  chain  and  has  that  rarest 
of  all  blessings,  a  real  yen  for  live-wire  selling  and 
advertising,  they  meet  the  same  neglected  fate,  and  you, 
as  the  producer  are  entirely  out  of  the  picture  in  any 
event,  so  far  as  any  good-will  building  because  of  the 
quality,  under  such  jobber’s  label.  Never  having  done 
any  real  advertising ;  yea,  never  having  even  done  any 
real  selling  of  your  goods — that  proud  fathering  of  a 
quality  pack  (to  an  intending  buyer)  which  rouses  in¬ 
dignation  in  your  breast  when  it  is  intimated,  by  the 
price  offered,  that  your  goods  are  of  the  common, 
garden  variety,  on  a  par  with  the  riff-raff  which  sells 
at  the  lowest  market  price — naturally  you  know  little 
about  advertising.  But  that  does  not  stop  you  from 
expecting  miracles  if  ever  you  try  advertising,  even 
though  in  its  simplest  form.  You’ve  heard  of  the  fellow 
who  shot  up  into  the  air  and  expected  a  flock  of  eagles 
to  fall  down  ?  Most  of  you  have  done  “some”  advertis¬ 
ing,  and  you  are  primed,  ready  to  tell  the  world  that 
it  is  the  bunk ;  that  it  does  not  pay ;  that  you  never  got 
a  single  order  from  it ! 

“Better  Profits”  has  been  giving  you  some  timely, 
and  authoritative,  advice  on  advertising,  and  is  doing 
so  again  this  week,  because  he  recognizes,  as  do  all 
acquainted  with  present  conditions  in  the  canned  foods 
world,  that  the  time  has  come  when  the  so-called  small 
canner  must  get  behind  his  goods  if  he  would  avoid 
becoming  a  mere  superintendent  or  producer  of  the 
goods  for  other’s  profits.  Whether  he  wants  to  or  not 
he  must  begin  to  study  how  he  can  advertise — or,  in 
other  words,  how  he  can  make  his  goods  known  to  the 
consuming  public.  Now  this  does  not  mean  that  he 
has  to  take  on  a  nation-wide  advertising  program  at  its 
terrific  expense.  That  would  be  as  recklessly  foolish 
for  the  canner  of  50,000  to  100,000  cases,  or  even  less, 
as  the  present  practice  of  accepting  business  from  the 


four  corners  of  the  country,  spreading  out  his  pack 
so  thinly  as  to  make  good-will  building  utterly  impos¬ 
sible.  Once  for  all  realize  that  the  mere  spending  of 
money  is  not  advertising ;  there  must  be  careful  study 
and  planning.  But  that  advertising  pays,  you  need 
only  look  at  the  successful  canners  in  the  business,  or 
the  successful  in  any  other  business.  Recently  the 
Publishers’  Information  Bureau,  New  York,  issued  a 
list  of  the  food  and  grocery  manufacturers  advertising 
over  only  three  of  the  leading  radio  stations  of  the 
country  during  1937.  Here  are  some  of  them: 


Total  1937 

General  Foods  Corp. — 

Grape  Nuts  . $  376,540 

Huskies  .  205,071 

Swansdown  Flour  and  Calumet  Baking  Powder  242,125 
General  Mills — 

Flour  Products  .  135,056 

Bisquick  .  16,177 

Flour,  Wheaties,  etc .  1,228,302 

Goblin  Cake  Flour .  290 

Wheaties  .  152,800 

Hecker  H-0  .  49,639 

Kellogg  Cereal  .  577,237 

Pillsbury  Flour  Mills  Co. — 

Flour  .  247,488 

Flour  and  Cereal  Products .  257,033 

Quaker  Oats  Co. — 

Aunt  Jemima  Pancake  Flour .  57,352 

Breakfast  Foods  .  165,074 

Ralston  Purina  Wheat  Cereal .  178,448 

Carnation  Evaporated  Milk .  422,016 

Davis  Cocomalt  .  195,690 

General  Foods  Corporation — 

Maxwell  House  Coffee .  780,557 

Sanka  Coffee  .  148,208 

Great  Atlantic  and  Pacific  Coffee .  275,275 

Horlicks  Malted  Milk  Corp .  519,200 

National  Dairy  Ice  Cream  and  Milk .  480,796 

Pet  Evaporated  Milk .  537,094 

Standard  Brands,  Inc. — 

Tender  Leaf  Tea .  503,930 

Chase  &  Sanborn  Coffee .  788,440 

Wander  Ovaltine  .  355,241 

Washington  Coffee  .  112,096 

Welch  Grape  Juice .  191,788 

Campbell  Soup,  Tomato  Juice,  Baked  Beans .  1,166,128 

Continental  Wonder  Bread .  620,209 

Corn  Products  Karo-Linit .  92,505 

Durkee’s  Famous  Food  Prod .  37,295 

General  Baking  Bond  Bread .  151,856 

General  Foods  Corp. — 

Calumet  .  111,986 

Diamond  Crystal  Salt .  59,121 

Minute  Tapioca  .  170,142 

Jello-Ice  Cream  Powder,  beg.  April .  522,574 

Log  Cabin  Syrup .  148,620 

Gordon  Baking  Bread .  137,327 

Heinz  67  Varieties .  730,633 
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Hormel  Soups  and  Chili  Con  Came .  9,205 

Knox  Sparkling  Gelatine .  68,950 

Lever  Bros.  Spry .  466,551 

Libby,  McNeill  &  Libby  Prods .  57,139 

Loose-Wiles  Crackers  .  144,720 

C,  F.  Mueller  Macaroni .  102,336 

National  Biscuit  Co. — 

Biscuits  .  101,320 

Crackers  and  Biscuits  .  135,110 

Kraft-Phenix  Cheese  and  Salad  Dressing .  794,406 

Procter  &  Gamble  Crisco .  655,369 

Phillips  Soups  and  Food  Products .  85,500 

Ralston  Ry  Krisp .  189,036 

Standard  Brands,  Inc. — 

Yeast  for  Bread .  295,350 

Yeast  for  Health .  157,518 

Royal  Desserts  and  Aspic .  762,901 

Sussman,  Wormser  Products .  38,528 

Ward  Baking  Bread  and  Cake .  52,303 

Wesson  Oil  and  Snowdrift .  42,072 

Western  Bakeries  Bread .  29,857 


These  fortunes  were  not  just  spent,  like  throwing  a 
bag  of  feathers  into  the  air;  they  earn  big  dividends, 
and  are  at  least  one  of  the  causes  for  the  widespread 
sale  of  the  products. 

To  take  one  that  you  know.  Look  at  Campbell  Soup 
which  is  down  as  having  spent  $1,166,128  on  the  radio, 
and  as  you  know  they  spend  two  or  three  million  dollars 
more  per  year  in  magazine  advertising — to  advertise 
canned  soup!  They  started  small,  and  in  the  face  of 
the  industry’s  advice  that  it  would  never  pay  to  can 
and  advertise  soup,  and  they  have  spread  out  as  the 
business  grew. 

There  is  nothing  in  all  the  realms  of  business  that 
pays  the  dividends  that  properly,  well  done,  well 
planned  advertising  can  do.  But  advertising  is  a 
jealous  mistress,  demanding  attention  from  start  to 
finish.  Yet  even  with  that  unless  salesmanship  on  the 
part  of  the  advertiser  backs  it  up,  it  will  not  pay.  In 
other  words,  advertising  of  itself  does  not  sell  any¬ 
thing  ;  the  advertiser  has  to  make  the  sale.  It  has  been 
said  “Advertising  moves  the  people  to  the  goods; 
merchandising  moves  the  goods  to  the  people.”  Some 
years  ago  a  novice  at  canning  invested  nine  or  ten 
thousand  dollars  in  a  new  corn  cannery,  and  being  dis¬ 
appointed,  decided  to  sell  the  plant.  He  advertised  it 
in  The  Canning  Trade,  and  a  buyer  offered  seven 
thousand  dollars  for  it.  The  advertiser  was  indignant 
at  the  offer  and  roundly  berated  us  and  refused  to  pay 
the  small  charge.  Later  on  the  plant  sold  for  about 
fifteen  hundred  dollars.  He  couldn’t  sell  the  customers 
brought  to  him  by  the  advertising. 

PLANNING — At  times  our  readers  wonder  why 
issues  of  The  Canning  Trade  are  not  .loaded  down 
with  canner  advertising.  The  answer  is  that  in  our 
opinion,  these  issues  are  not  the  place  for  canner  ad¬ 
vertising,  and  we  have  always  plainly  said  so.  Such 
issues  are  read  mainly  by  canners,  and  why  advertise 
to  other  canners? 

On  the  other  hand,  and  as  a  comparison,  the  annual 
Almanac  of  The  Canning  Industry  is,  we  believe,  one 
of  the  few  printed  things  that  gets  under  the  skin  of 
the  wholesale  grocers  and  distributors.  They  have  to 


have  this  Almanac  to  answer  the  hundreds  of  questions 
that  come  up  every  day — and  so  they  keep  it  constantly 
on  their  desks,  consulting  it  always,  and  never  delib¬ 
erately  throwing  away  a  copy.  Now  contrast  that  as 
an  advertising  medium  for  canned  foods,  with  the 
other  issues.  That’s  the  sort  of  study  which  must  be 
made  in  selecting  any  media,  or  means  of  advertising. 

But  what  should  the  small  canner  do,  in  this  matter 
of  advertising? 

First,  he  must  be  sure  that  his  goods  are  of  a  quality 
that  will  steadily  repeat  with  the  housewives.  Were 
we  a  canner  we  would  not  have  more  than  one  quality, 
and  that  the  best  possible.  By  that  we  mean,  not  to 
cull  out  the  finest  to  pack  the  fancies,  then  the  next 
best  to  pack  the  extra  standards,  and  then  hope  to  sell 
the  residue  as  standards.  We  would  harvest  our  crops 
to  pack  at  their  finest  condition;  then  we  would  cull 
out  the  sports  or  too  ripe  and  pack  the  remaining  as 
our  one  grade.  And  we  would  send  to  the  silo  or  the 
pig  pens  whatever  was  culled.  We’d  label  this  for 
exactly  what  we  considered  it,  in  language  everyone 
could  understand,  “Our  Quality”.  With  goods  we  knew 
run  uniformly,  we  would  select  a  small  region,  or 
county  or  two,  but  large  enough  to  absorb  our  pack, 
as  near  the  plant  as  possible,  and  decide  to  win  it  for 
our  own.  If  there  were  a  good  live-wire  broker  with 
selling  ability,  able  and  willing  to  cover  that  small 
territory  weekly,  we’d  take  him  with  us  to  see  the 
wholesale  grocer  in  each  large  center,  and  we’d  tell 
them  that  we  want  to  supply  this  region  with  its  canned 
(items,  whatever  they  are) ;  that  we  are  going  to 
advertise  in  the  local  papers,  church  bulletins,  etc.,  and 
keep  our  brand  constantly  before  the  people.  That  we 
are  prepared  to  keep  the  retail  stores  regularly  sup¬ 
plied,  from  year’s  end  to  year’s  end — always  with  this 
dependable  quality;  and  as  far  as  possible  we  would 
like  to  make  this  a  regular  seller  at  a  given  price  year 
in  and  year  out.  As  for  instance:  we  will  supply  the 
wholesale  grocer  these  2’s  tomatoes  at  80  cents, 
delivered — year  in  and  year  out ;  that  he  is  to  sell  them 
at  $1.00,  and  the  retailer  is  to  ask  10  cents  per  can,  in 
season  and  out — a  regular  seller.  If  you  are  giving 
consumers  the  kind  of  can  they  want,  they  will  increase 
and  build  up  your  business,  and  competitors  will  have 
trouble  horning  in  on  you,  for  retailers  like  regular 
sellers.  Instead  of  horning  in,  the  other  canner  should 
seek  another  territory,  and  he  ought  not  to  have  to 
look  far.  It  takes  a  lot  of  canned  foods  to  feed  the 
people,  and  if  they  could  get  yours  at  a  fair  price,  they 
would  stick  with  you,  and  you  could  increase  the  circle 
of  your  adopted  territory  as  your  business  grew.  The 
amount  spent  in  advertising  would  be  a  minimum,  but 
would  produce  maximum  results. 

The  day  of  spreading  your  small  pack  over  the  face 
of  the  earth  has  gone;  so  there  is  nothing  left  but  to 
get  in,  and  get  in  quick,  as  near  your  plant  as  possible. 
And  it  can  be  done,  at  profit  to  all  concerned.  You 
would  then  be  working  very  closely  with  your  whole¬ 
saler,  and  through  him  with  the  retailers,  keeping  care¬ 
ful  check  upon  the  public’s  desires,  and  complying  with 
them  always.  That’s  advertising  to  the  point ;  no  waste 
and  the  outlay  small. 
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Meeting  Canned  Foods  Ass^n.  of  B.  C. 


The  annual  convention  of  the  Canned  Foods 

Association  of  British  Columbia,  comprising  the 
fruit  and  vegetable  canners  of  the  Province  was 
held  in  Vancouver  on  Friday  and  Saturday,  February 
11th  and  12th. 

Registration  of  delegates  took  place  at  the  plant  of 
the  American  Can  Company,  Ltd.,  some  160  being 
present,  after  which  the  Cutting  Demonstration  took 
place.  The  American  Can  Company  during  the  past 
sea.son  collected  over  300  samples  of  the  products 
packed  by  the  different  members  of  the  Association, 
and  these  samples,  unlabelled,  were  judged  by  nine 
different  committees.  Officials  of  the  American  Can 
Company  and  of  the  Federal  Department  of  Agriculture 
assisted  the  judging  committees. 

After  lunch  at  the  plant  of  the  can  company,  the 
convention  adjourned  to  the  Hotel  Vancouver,  where 
the  balance  of  the  sessions  were  held. 

The  guest  speaker  at  the  official  opening  of  the  Con¬ 
vention  was  the  Hon.  W.  J.  Asselstine,  Minister  of 
Trade  and  Industry  in  the  British  Columbia  Govern¬ 
ment,  who  spoke  on  the  value  of  the  industry  to  the 
Province,  and  the  assistance  which  he  thought  his 
newly  formed  department  could  give  to  the  canned 
foods  industry. 

Mr.  T.  R.  Bulman  of  Bulman’s,  Ltd.,  Vernon,  the  re¬ 
tiring  president,  then  gave  his  Annaul  Report  on  the 
activities  of  the  Association  during  the  past  year,  and 
outlined  some  of  the  problems  with  which  the  Associa¬ 
tion  would  have  to  deal  during  the  coming  year. 

The  report  of  the  Resolutions  Committee  was 
brought  in,  and  after  discussion,  the  following  resolu¬ 
tions  were  unanimously  adopted : 

THAT  WHEREAS  canned  foods  from  Eastern  Can¬ 
ada  have  this  year  been  marketed  to  a  greater  extent 
in  Western  Canada  than  ever  before, 

AND  WHEREAS  the  reason  for  this  alarming  situa¬ 
tion  is  caused  entirely  by  higher  manufacturing  costs 
in  British  Columbia, 

THEREFORE,  BE  IT  RESOLVED,  That  the  Pro¬ 
vincial  Government  Department  of  Trade  and  Industry 
be  requested  to  make  a  study  of  the  various  problems 
confronting  the  industry  with  a  view  to  putting  the 
canneries  of  British  Columbia  in  a  position  whereby 
they  can  give  greater  employment  and  use  increased 
quantities  of  the  products  of  the  growers  of  British 
Columbia. 

THAT  WHEREAS  at  the  present  time  British  Co¬ 
lumbia  canneries  are  unable  to  pack  for  export  because 
of  high  packing  costs  in  British  Columbia, 
THEREFORE,  BE  IT  RESOLVED,  That  the  Depart¬ 
ment  of  Trade  and  Industry  of  the  Province  of  British 
Columbia  be  requested  to  study  the  problems  of  the 
fruit  and  vegetable  canning  industry  with  a  view  to 
lowering  costs  in  British  Columbia  so  that  many  can¬ 


neries  now  idle  and  other  canneries  only  packing  on  a 
reduced  scale  may  be  put  into  full  operation  packing 
for  export. 

Following  the  adoption  of  the  above  resolutions  the 
meeting  adjourned,  and  reconvened  the  following  morn¬ 
ing  at  9 :30,  at  which  time  the  reports  of  the  chairmen 
of  the  various  judging  committees  at  the  Cutting 
Demonstration  were  commenced. 

At  11  a.  m.,  an  address  on  the  work  being  done  on 
behalf  of  the  industry,  particularly  on  tomatoes  and 
various  juices,  during  the  past  year  by  the  Summerland 
Experimental  Station,  was  given  by  Mr.  F.  E.  Atkinson, 
specialist  in  fruit  products,  after  which  the  meeting 
adjourned  for  lunch,  and  reconvened  at  2 : 15  p.  m.,  when 
the  balance  of  the  chairmen’s  reports  on  the  Cutting 
Demonstration  were  presented. 

At  3  p.  m..  Dr.  Sampson,  Chief  Chemist  of  the  Pacific 
Division  of  the  American  Can  Company  spoke  fully  to 
the  meeting  on  his  observations  at  the  Cutting 
Demonstration. 

After  a  vote  of  thanks,  Mr.  W.  S.  Dirker,  Manager 
of  the  American  Can  Co.,  Ltd.,  Vancouver,  stated  that 
he  hoped  it  would  be  possible  to  arrange  for  Dr.  Samp¬ 
son  to  visit  the  various  British  Columbia  plants  during 
the  coming  canning  season. 

The  minutes  and  financial  report  were  then  given 
following  which  the  Constitution  of  the  Association  was 
amended  so  as  to  include  Jam  Manufacturers  in  the 
membership;  and  so  as  to  provide  for  the  election  of 
an  additional  member  on  the  Executive — to  be  a  repre¬ 
sentative  at  large. 

The  report  of  the  Nominations  Committee  was  then 
brought  in,  and  unanimously  adopted,  the  officers  for 
the  coming  year  being  as  follows: 

President,  E.  M.  Gilland,  Berryland  Fruit  and  Dairy 
Farms,  Ltd.,  Haney. 

Vice-President,  L.  J.  Kelly,  Rowcliffe  Canning  Co., 
Ltd.,  Kelowna. 

Executive:  T.  R.  Bulman,  Bulman’s,  Ltd.,  Vernon, 
(Past  President) ;  F.  D.  Mathers,  Broder  Canning  Co., 
Ltd.,  New  Westminster  (2nd  Past  President) ;  E.  W. 
Lumsden,  Canadian  Canners  (Western)  Ltd.,  Van¬ 
couver  (Representative  at  large). 

Secretary,  Hugh  Dalton,  Vancouver. 

On  taking  over  the  chairmanship  of  the  meeting, 
Mr.  Gilland  spoke  on  the  outlook  for  the  coming  year, 
and  the  activities  and  problems  to  be  dealt  with. 

In  the  general  discussions  which  followed  it  appeared 
from  information  given  that  if  more  adequate  funds 
were  available  greater  benefits  would  accrue  from  the 
work  done  by  the  Summerland  Experimental  Station, 
and  the  following  resolution  was  unanimously  adopted : 

WHEREAS  successful  research  experiments  can 
only  be  carried  out  under  complete  control  conditions, 
and 
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WHEREAS  this  apparently  is  not  possible  at  Sum- 
merland  Experimental  Station  on  tomatoes,  due  to  the 
lack  of  funds, 

THEREFORE,  BE  IT  RESOLVED,  That  we  petition 
the  Federal  Department  of  Agriculture  to  increase  the 
appropriation  for  this  purpose. 

The  Convention  concluded  with  a  banquet  tendered 
the  industry  at  the  Hotel  Vancouver  on  Saturday  night, 
February  12th. 

• 

HOW  CANNERS  PENALIZE  THEMSELVES 

ERE  is  a  thought-provoker  for  every  canner, 
taken  from  “Consumers’  Guide” — an  AAA  pub¬ 
lication.  We  might  have  headed  this:  “Why 
canned  foods  do  not  sell  more  readily” — but  you’ll  get 
the  point.  But  will  you  change  your  method  of  offering 
your  packs  to  the  public  ? 

“Cooperative  store  at  Greenbelt,  Maryland,  have 
no  competitors  in  the  Greenbelt  model  housing 
development  itself.  But  groceries,  butcher  shops, 
and  fruit  and  vegetable  markets  in  Washington, 

D.  C.,  and  all  along  the  road  which  most  Green- 
belters  travel  daily  between  home  and  the  Capital, 
offer  genuine  competition. 

Not  uncritical  about  its  cooperative  stores  is  the 
Greenbelt  Citizens’  Advisory  Committee  on  Co¬ 
operatives.  One  of  its  first  tasks  was  a  price-and- 
quality  comparison  of  grocery  products  sold  by  the 
Greenbelt  co-op  grocery  and  by  nearby  stores. 
Four  women  members  of  the  committee  priced 
identical  and  similar  items,  and  made  suggestions 
as  to  type  and  price  of  merchandise  they  regarded 
as  desirable  for  Greenbelt’s  store.  Cans  of  milk, 
peas,  peaches,  and  string  beans  were  opened  at  a 
comparison  demonstration,  tasted,  tested,  com¬ 
pared. 

The  Committee  summarized  its  report  on  the 
experiment  as  follows: 

‘1.  Labels  do  not  give  much  information. 

‘2.  Price  is  not  an  indication  of  quality  or  value. 

‘3.  Brands  are  not  an  indication  of  quality  or 
value. 

‘4.  Size  of  can  does  not  determine  actual  food 
content. 

‘5.  Some  sizes  in  cans  vary  so  imperceptibly  as 
to  be  mistaken  one  for  the  other  but  actually  con¬ 
tain  one  or  two  ounces  less  in  content. 

‘6.  Some  merchandise  not  highly  publicized 
may  be  very  good  in  quality. 

‘7.  Mercha  .  iise  bought  in  bulk  runs  cheaper 
than  packaged  merchandise — e.  g.,  soaps,  shorten¬ 
ing,  etc.’  ” 

• 

CONVENTION  DATES 

MARCH  23-24,  1938 — Pennsylvania  Canners,  Spring  Meeting, 
Nittany  Lion  Hotel,  State  College,  Pa. 

may  10-12,  1938 — United  States  Wholesale  Grocers,  Annual, 
Hotel  Adolphus,  Dallas,  Texi^s, 


SOUTHERN  CANNERS’  SCHOOL 

University,  Louisiana,  March  14-17,  1938 

Louisiana  State  University  College  of  Agriculture, 
the  Agricultural  Experiment  Station,  and  the  Agricul¬ 
tural  Extension  Division  cooperating  with  the  Ameri¬ 
can  Can  Company,  Inc. 

Chairman:  Julian  C.  Miller,  Horticulturist,  Louisiana 
Agricultural  Experiment  Station. 

Headquarters :  207  Animal  Industry  Building,  Louisi¬ 
ana  State  University,  Baton  Rouge,  La. 

Afternoon  programs  will  be  devoted  to  Worm  Frag¬ 
ment  Counts  and  Mold  Counts,  under  the  direction  of 
the  following: 

C.  S.  McClesky,  Bacteriologist,  Louisiana  State 
University. 

C.  T.  Parks,  Research  Dept.,  American  Can  Co. 

E.  Wheaton,  Research  Division,  American  Can  Co. 

C.  H.  Bloedorn,  Research  Department  Representa¬ 
tive,  Continental  Can  Company,  Inc. 

W.  S.  Troy,  Research  Division,  Continental  Can  Com¬ 
pany,  Inc.,  and  other  technical  representatives  from 
the  American  Can  Company  and  the  Continental  Can 
Company,  Inc. 

Special  thanks  are  extended  to  Mr.  V.  W.  Van  Lue,  American 
Can  Company,  Southeim,  and  Mr.  B.  W.  Hoffman,  Continental 
Can  Company,  Inc.,  for  their  cooperation  in  arranging  the  1938 
Canners’  School. 

PROGRAM 

MONDAY  MORNING,  MARCH  14 
207  Animal  Industry  Building 

9:00 — Welcome. 

Major  J.  G.  Lee,  Dean,  College  of  Agriculture,  Louisiana 
State  University. 

9:15 — What  the  Experiment  Station  Can  Offer  the  Grower  and 
Canner. 

Dr,  C.  T.  Dowell,  Director,  Louisiana  Agricultural 
Experiment  Stations. 

9:30 — The  General  Object  and  Purpose  of  the  Canners’  School. 
Julian  C.  Miller,  Horticulturist,  Louisiana  Agricultural 
Experiment  Station. 

9:45 — The  Significance  of  Mold  and  Bacteria  in  Products  for 
Canning. 

C.  S.  McClesky,  Bacteriologist,  Louisiana  State 
University. 

10:10 — A  Discussion  of  Mold  Counting  Technique. 

E.  Wheaton,  American  Can  Company. 

10.35 — A  Discussion  of  Worm  Fragment  Counting  Technique. 

W.  S.  Troy,  Continental  Can  Company,  Inc. 

11:00 — Pure  Food  Regulations  Regarding  Worm  Fragment  and 
Mold  Counts  in  Canned  Products. 

E.  C.  Boudreau,  Chief,  U.  S.  Food  and  Drug  Division, 
New  Orleans. 

11:25 — The  Importance  of  Good  Seed  to  the  Grower  and  Canner, 
G.  L.  Tiebout,  Horticulturist,  Louisiana  Agricultural 
Extension  Division. 

EVERY  AFTERNOON 

204  Animal  Industry  Building 
1:00 — Worm  Fragment  Counts  and  Mold  Counts. 

TUESDAY  MORNING,  MARCH  15 
207  Animal  Industry  Building 

9:00 — The  Production  of  Beans  for  Canning. 

J.  G.  Richard,  Assistant  Horticulturist,  Louisiana 
Agricultural  Extension  Division. 

9:25 — Snapbean  Diseases. 

L.  H.  Person,  Assistant  Plant  Pathologist,  Louisiana 
Agricultural  Experimept  Station, 
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FLEXIBLE  STEEL  CONVEYOR  BELTING 

•''dryinsand 


■FREE  <;FP\/irP  D  LD  .J°  dependable  is  it! 

rKt^bEKVICfc  that  Peak  Production  schedules  are  accurately 
and  consistent  y  maintained.  Used  by 
^  leading  plants  from  coast  to  coast  in  sort- 
'"S'  peeling,  grading  and  picking  tables, 
drying  and  spraying  conveyors. 

surface  for  conveying  cans, 
boxes,  empty  or  filled.  Look 

qL  I  p'u?®  '^by  La  Porte 

1  Belting  is  proof  against  creep  weave 
M  “Z  '“i"P  -  I  why  it’s  certified  against 
i  cr^DMiu  '‘s  being  llNI- 

fOR^by  STRONG  AT-ALL-POINTS. 

7r^i\  tasilydeaned  Sanitary  and  Long  Wear- 

^  c"?|  bleat.  Acid  and  Corrosion-Proof, 
myz-sd  '’°,v°w  the  amazing  swing  to  this  scientifi- 
j  f*,  engineered  Steel  Conveyor  belting. 
-l([V  //fA '^°nr  supply  house  show  you  why 
^  TV  Its  Planned  for  the  Future,"  why  it 
\  m  S'*  L  °  °  "letbods  of  conveying  ot»olete. 

-1  engineers  who  installed  a  single 

-  "PW  equipping  their  entire  plant 

_J,  A  with  this  revolutionary  belting. 

La  Porte  Mat  &  Mfg.  Co. 

Box  124 

La  Porte,  Indiana 


BAYER-SEMESAN  CO.,  INC.,  WILMINGTON,  DEL, 


"PLANTERS" 

TOMATO  FIELD  BASKETS 

SET  THE  PACE  IN  EVERY  FIELD 

47  years  of  Superior  Quality  has  made  us  the 
Largest  Package  Manufacturers  in  the  U.  S. 

PLANTERS  MANUFACTURING  CO.,  Inc. 


PORTSMOUTH,  VIRGINIA 


ARTISTIC 

COLOR 

PRINTING 

VARNISHED 
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LABORATORY  FOR  TESTING  SEED  TREATMENT 


first  tests  are  made  in  the  laboratory  to  determine  how  it  should 
be  used,  its  action  on  disease  organisms,  its  effect  on  seed,  etc. 
Variations  of  the  formula  which  prove  most  promising  there 
are  next  carried  to  the  greenhouse  for  actual  growing  tests. 
Later,  further  tests  are  made  in  field  plots — and  still  later  come 
even  more  important  tests,  practical  field  use  in  the  actual  farm 
areas  where  the  disinfectant  would  be  used.  Only  formulas 
which  pass  all  these  tests  successfully  are  ever  considered  for 
addition  to  the  Du  Bay  Line. 

It  is  this  extreme  care — this  determination  that  every  Du  Bay 
Seed  Disinfectant  must  be  right — that  has  made  Du  Bay  a 
most  important  name  in  seed  treatment. 


Pictured  above  is  the  new  Minquadale  Laboratory  of  the 
Bayer-Semesan  Company — located  just  three  miles  south  of 
Wilmington  and  staffed  by  experienced  research  workers.  This 
laboratory  is  the  only  one  of  its  kind  in  this  country. 

Here  many  formulas  for  seed  treatment  are  born,  but  only  a 
few  survive  even  preliminary  tests  to  which  they  are  put — and 
only  one  in  thousands  is  ever  marketed  as  a  Du  Bay  Seed 
Disinfectant. 

Proving  tests  to  which  Du  Bay  Seed  Disinfectants  are  put 
before  being  offered  to  the  public  usually  require  from  three 
to  five  years!  After  a  new  disinfectant  has  been  compounded. 


9:50 — Recent  Trends  in  the  Production  and  Canning  of 
Snapbeans. 

E.  R.  Lancashire,  Raw  Products  Specialist,  Continental 
Can  Company,  Inc. 

10:15 — Canning  of  Vegetables  and  Fruits  for  the  Home. 

Miss  Estelle  Fournet,  Food  Preservation  Specialist, 
Louisiana  Agricultural  Extension  Division. 

10:40 — Canning  of  Louisiana  Meat  Products. 

J.  B.  Francioni,  Jr.,  Head,  Department  of  Animal 
Industry,  Louisiana  State  University. 

11:05 — Present  Trends  in  the  Utilization  of  Frozen  Fruits 
and  Vegetables. 

J.  M.  Lutz,  Assistant  Physiologist,  U.  S.  D.  A.,  Meridian, 
Mississippi. 

11:30 — Round-table  Discussion. 


10:20 — The  Growing  of  Tomatoes  in  Louisiana  for  the  Canner. 

Julian  C.  Miller,  Horticulturist,  Louisiana  Agricultural 
Experiment  Station. 

10.45 — Tomato  Diseases. 

L.  H.  Person,  Assistant  Plant  Pathologist,  Louisiana 
Agricultural  Experiment  Station. 

11:10 — Tomato  and  Snapbean  Insects  and  Their  Control. 

C.  O.  Eddy,  Entomologist,  Louisiana  Agricultural 
Experiment  Station. 

11:30 — Round-table  Discussion. 

THURSDAY  MORNING,  MARCH  17 
207  Animal  Industry  Building 

9:00 — Grades  and  Grading  of  Vegetable  Products  for  the 
Canner. 

H.  S.  Moles,  Marketing  Specialist,  Louisiana  Agricultural 
Extension  Division. 

9:30 — Breeding  of  Vegetable  Crops  for  the  Canner. 

Julian  C.  Miller,  Horticulturist,  Louisiana  Agricultural 
Extension  Division. 

10:20 — The  Growing  of  Cucumbers  for  Pickling. 

Fred  D.  Cochran,  Assistant  Horticulturist,  Louisiana 
Agricultui’al  Experiment  Station. 

10:45 — A  Discussion  of  Poisonous  Residues. 

C.  O.  Eddy,  Entomologist,  Louisiana  Agricultural 
Experiment  Station. 

11:05 — Planning  and  Discussion  of  the  1939  Canners’  School. 

Microscopes  and  mold  counting  equipment  courtesy  of  Spencer  Lens  Com¬ 
pany,  Buffalo,  New  York,  and  Bausch  &  Lomb  Optical  Company, 
Rochester,  New  York. 


WEDNESDAY  MORNING,  MARCH  16 
207  Animal  Industry  Building 

-Contributions  in  Canners’  Research  for  the  Year  1937. 
C.  G.  Woodbury,  Director,  and  E.  J.  Cameron,  National 
Canners  Association,  Washington,  D.  C. 

-The  Handling  of  Products  to  be  Canned  so  as  to  Maintain 
Highest  Quality. 

W.  D.  Kimbrough,  Associate  Horticulturist,  Louisiana 
Agricultural  Experiment  Station. 

-Recent  Trends  in  Production  and  Handling  of  Tomatoes 
for  the  Canner. 

F.  W.  Geise,  American  Can  Company. 
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The  new  Husker  (right),  at  unprece¬ 
dented  speed,  will  pay  for  itself  hy  the  sav¬ 
ings  of  corn  alone.  The  new  Stic  Cutter 
(below)  produces  many  more  cans  per  ton-of- 
corn  than  any  other  mechanical  cutting 
method. 


Both  of  these  ball-bearing-equipped  machines  are 
built  and  guaranteed  by  one  of  the  country’s  lead¬ 
ing  precision  tool  manufacturers,  Rockford  Drilling 
Machine  Division  of  Borg-Wamer  Corporation,  at 
Rockford,  Illinois. 

Write  for  descriptive  literature 
covering  ,^iie  Corn  Canning 
Equipment  and  the  Juic  Method 
of  Canning  Whole-kernel  Corn 


Westminster,  Maryland 


The  Feeder  That  S  aves  Peas 

Improves  Quality — Decreases  Breakage 
Increases  the  Capacity  oF  the  Viner 


No  viner  can  do  satisfactory  work  when  its  beaters 
are  obliged  to  work  on  heavy  mats  or  bunches  of 
vines. 

Separation  of  the  vines  by  the  feeder  is,  therefore, 
essential  to  best  results. 


Hamachek  Ideal  Viner  Feeders  with  distributors  are 
the  only  feeders  that  thoroughly  separate  the  vines. 
The  savings  affected  over  the  use  of  any  other  viner 
feeder,  are  so  large  that  it  is  not  unusual  to  hear  pea 
packers  say  that  Ideal  Viner  Feeders  more  than 
save  their  cost  each  season. 


#  Can  be  installed 
on  any  viner.  Every¬ 
thing  needed  for  a 
complete  installa¬ 
tion  is  furnished. 
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TEXAS  GRAPEFRUIT  JUICE  SITUATION 

As  seen  by  J.  C.  Connell,  Sales  Manager,  Rio  Grande  Valley 
Citrus  Exchange  (Growers  Co-operative) 

ESLACO,  TEXAS,  February  25,  1938 — Due  to 
a  temporary  disturbance  in  the  price  situation 
□n  Texas  Grapefruit  Juice — caused  entirely  by 
some  of  the  smaller  canners  of  limited  finance — and 
questionable  quality, — we  are  making  temporary  ad¬ 
justments  so  that  there  may  be  no  disruption  in  the 
movement  of  TEXSUN  Grapefruit  Juice — through  the 
regular  channels — ^to  our  consuming  public,  who  recog¬ 
nize  TEXSUN’  superior  and  outstanding  quality — en¬ 
hanced  by  its  super-sanitary  methods  in  manufacture. 

We  know  for  a  fact  that  the  lower  prices  quoted 
emanate  from  small  canners  who  carry  no  appreciable 
floor  stocks — and  operate  from  hand  to  mouth — or 
from  day  to  day.  Their  erratic  operations  do  not 
reflect  a  true  value  of  the  product — or  even  a  fair 
picture — of  the  present,  and  future  operations,  and 
outlook  of  the  industry. 

EFFECTIVE  IMMEDIATELY,  AND  UNTIL  THE  CLOSE  OF 


BUSINESS,  MARCH 

15TH,  THE 

FOLLOWING 

SCHEDULE 

OF  PRICES  WILL  BE  IN  EFFECT  ON  TEXSUN 
GRAPEFRUIT  JUICE: 

Natural  Sweetened  Weight 

Sizes 

Per  Doz. 

Per.  Doz. 

Per  Case 

48 /No.  55,  8  oz . 

. 43 

.44  y2 

32%  lbs. 

48 /Is,  91/2  oz . 

. 48 

.50 

41  lbs. 

48/211  cyl,  12  oz . 

. 53 

.55 

49%  lbs. 

24/2s,  18  oz . 

. 70 

.721/2 

36  lbs. 

24/2s  Tall  Spec.  18  oz. 

. 70 

.721/2 

36%  lbs. 

12/3  Special,  46  oz . 

.  1.75 

1.80 

45  lbs. 

6 /10s,  96  oz . 

.  3.50 

3.60 

47  lbs. 

This  Schedule  of  Prices  is  not  Retroactive  on  Ship¬ 
ments  made  Prior  to  This  Date. 

Since  our  Advertising  Campaign  on  TEXSUN 
Grapefruit  Juice  will  be  several  weeks  late  in  starting, 
effective  immediately  and  until  the  close  of  business 
March  15th  (ONLY),  we  will  make  an  advertising 
allowance  of  5c  Per  Case  to  be  deducted  from  the  above 
prices  on  all  TEXSUN  Label  Grapefruit  Juice. 

From  the  present  outlook  we  expect  to  return  to  our 
former  schedule  of  prices,  maintained  since  November 
1st;  namely,  75c  per  dozen  f.  o.  b.  factory  Unsweetened 
Juice  based  24/2s,  on  or  about  March  15th.  Our  opin¬ 
ion  on  this  is  based  on  the  Grapefruit  Juice  packed  to 
date  and  the  outlook  for  the  total  pack,  as  reflected  in 


the  following  figures: 

Texas  Pack  to  February  12th .  2,110,063  Cases 

Florida  Pack  to  February  19th....  1,631,508  Cases 

Total  Florida  and  Texas  pack 

to  date .  3,741,571  Cases 


The  above  figures  are  authentic  and  the  total  pack 
now  looks  FAR  SHORTER  TO  US  THAN  OUR 
EARLIER  PREDICTIONS.  AT  THIS  WRITING 
73%  OF  THE  TEXAS  GRAPEFRUIT  CROP  HAS 
ALREADY  BEEN  HARVESTED.  Authority  for  this 
— Grower’s  Industry  Committee  operating  under  and 
in  conjunction  with  the  United  States  Department  of 
Agriculture.  Last  season’s  pack  of  8,000,000  cases  of 


Grapefruit  Juice  was  consumed  in  9  months.  It  was 
2,000,000  cases  short  of  normal  requirements.  With 
this  season’s  pack  of  Grapefruit  Juice  “over  the  crest” 
and  well  on  its  way  down  hill,  our  earlier  predictions 
of  a  short  pack  have  now  loomed  up  as  a  reality. 

Florida  from  its  very  light  crop  this  season  is  run¬ 
ning  short  on  its  pack — as  expected  and  predicted. 
Texas,  from  73%  of  this  season’s  crop,  has  only  packed 
2,110,000  cases.  Texas  cannot  pack  as  much  juice  from 
the  remaining  27%  as  they  did  from  the  73%  already 
harvested. 

With  these  facts  and  figures — authentic — and  with 
only  3,741,571  cases  of  Grapefruit  Juice  packed  at  this 
writing  “Where  Oh  Where”  is  the  balance — 4,258,429 
cases  coming  from,  to  make  up  the  total  of  last  season’s 
8,000,000  case  pack — which  was  not  sufficient  for 
normal  requirements? 

At  this  time  it  would  be  well  to  give  considerable 
thought — and  attention — to  this  particular  situation. 
There  are  38  canners  besides  ourselves  in  the  Grape¬ 
fruit  Juice  deal.  Our  last  week’s  production  was 
almost  equivalent  of  that  of  the  entire  38  canners.  This 
Exchange  controls  65%  or  more,  of  the  remaining  27% 
of  the  crop.  The  independent  canner’s  portion  of  the 
available  juice  fruit  will  soon  be  “nil”. 

“Cleanliness  is  next  to  Godliness”  was  evidently 
coined  for  TEXSUN  Grapefruit  Juice.  With  100% 
mechanical  reamers  extracting  TEXSUN  Juice  WITH¬ 
OUT  THE  TOUCH  OF  HUMAN  HANDS— employing 
100%  stainless  steel  equipment  in  the  manufacture — 
and  which  equipment  is  thoroughly  washed  and 
cleansed  with  water  and  live  steam  every  six  hours — 
and  TEXSUN  Juice  hermetically  sealed  in  cans  steril¬ 
ized  with  jets  of  live  steam — are  some  of  the  features 
that  make  TEXSUN  Grapefruit  Juice  one  of  the  most 
outstanding  products  of  merit — if  not  the  most  out¬ 
standing — on  the  market  today.  Supplies  of  TEXSUN 
Grapefruit  Juice  will  be  available  until  next  season’s 
crop  comes  into  production. 

Remaining  portions  of  contracts  now  on  file,  will  be 
accepted  under  this  adjusted  schedule,  but  shipping 
orders  should  be  forwarded  to  us  immediately  so  that 
shipments  can  be  arranged  for  in  the  limited  time 
allotted. 

• 

AGiciDE  LABORATORIES  are  expanding  and  extending 
their  activities.  Effective  March  1st  their  Milwaukee 
address  will  change  to  4668  N.  Teutonia  Avenue,  where 
they  will  occupy  their  own  building,  which  will  house 
their  Insecticide,  Walnut  Shell  Flour  and  Machinery 
divisions.  The  new  plant  will  permit  extension  of  im¬ 
proved  service  to  those  who  use  Agicide  products  and 
equipment.  There  is  no  change  in  the  location  of 
Agicide’s  Los  Angeles  plant.  The  company  announces 
a  new  development  in  insecticidal  dust,  known  as 
D-3-30  which  greatly  increases  the  number  of  active 
toxic  particles  in  the  finished  insecticide.  This  im¬ 
proved  dusting  powder  is  the  result  of  long  scientific 
research  and  the  use  of  Walnut  Shell  Flour  as  a  carrier 
of  the  toxic  ingredients. 
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F.  H.  WOODRUFF  &  SONS 


Branches  and  Shipping  Points:  Sacramento,  Calif.;  Rocky  Ford,  Colo.;  Milford,  Conn.;  Atlanta,  Ga. 
Toledo,  Ohio;  Mercedes,  Tex.;  Basin,  Wyo.;  Bellerose,  L  I.,  N.  Y.,  and  others. 


VCHECK THESE 

ADVANTAGES  OF 

THE  HANSEN  3 

QUALITY  GRADER 


V  Separates  green  peas  into  3  distinct 
class  of  quality. 

V  Eliminates  overlapping  grades. 

V  Insures  closer  color  likeness  due  to 
uniform  quality. 

V  Positive  mechanical  discharge  — 
prevents  salty  peas. 

V  Separating  tank  made  of  Stainless 
Steel. 

V  Can  also  be  made  for  separating 
into  2  distinct  qualities. 

Write  today  for  complete  information  on  this  Hansen  Master 
Built  3  Quality  Grader — A  Cedarburg  Product 


\/  Units  easy  to  clean  without  use  of  special 
tools. 

V  An  ideal  exhauster  for  Whole  Kernel 
Corn. 

V  Entire  machine  sanitary — made  of  non- 
corrosive  metals. 


CEDARBURG, 
WISCONSIN,  U.S  A 


California  Repreaentative: 

KING  SALES  &  ENGINEERING  CO. 
206-210  Ist  St.,  San  Franckco,  Cal. 


Intermountain  Representative; 
JAMES  Q.  LEAVITT  COMPANY 
905  1st  Sec.  Bk.  Bldjr.,  Ocden.  Utah 
1955  1st  Avenue  S.,  Seattle,  Wash. 


Seaboard  Representative; 

WM.  T.  HOWETH.  Lewes.  Del. 


Order  Canners’  Seed 

from  Woodruff 


pOR  dependable,  hish  yield  seed 
.  .  .  developed  especially  for 
canners.  For  peas,  beans,  corn,  hy¬ 
brid  corn,  beets,  tomatoes,  cucum¬ 
bers  and  all  other  canners'  seed  .  .  . 
specify  Woodruff  on  your  next 
order.  Either  immediate  or  future 
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GRAMS  of  INTEREST 


C.  D.  PRICE,  Stanley,  Virginia,  was  elected  President 
of  the  Virginia  Canners  Association  at  their  Annual 
Convention  held  at  Roanoke,  February  23rd  and  24th. 

F.  W.  Brugh,  Fincastle,  was  re-elected  Secretary  and 
Treasurer.  Other  officers  named  are:  R.  J.  Bolton, 
Christiansburg,  First  Vice-President;  G.  H.  Burk¬ 
holder,  Thaxton,  Second  Vice-President ;  W.  P.  Mundy, 
Long  Island,  Third  Vice-President.  New  Directors 
elected  are  R.  J.  Bolton,  F.  W.  Brugh,  C.  A.  Layman, 
Troutville,  and  J.  W.  Fones,  Thaxton.  A  resolution 
of  thanks  was  tendered  the  following  allied  firms  who 
made  the  banquet  and  entertainment  possible.  Ameri¬ 
can  Brokerage  Company,  Continental  Can  Company, 
Gamse  Lithographing  Company,  Heekin  Can  Company, 
Hinde  &  Dauch  Paper  Company,  D.  Landreth  Seed 
Company,  National  Can  Corporation,  Piedmont  Label 
Company,  C.  G.  Reaburn  &  Company,  W.  E.  Robinson 
&  Company,  Simpson  &  Doeller  Company,  Albert  W. 
Sisk  &  Son,  W.  C.  Smiley. 

• 

ALASKAN  FISHERIES  regulations  have  made  an  ap¬ 
pearance  and  are  being  studied  carefully  by  cannery 
interests.  In  general,  the  regulations  for  1938  differ 
little  from  those  of  last  year.  The  fishing  season  for 
red  salmon  opens  on  June  24th  and  extends  to  July 
25th,  except  in  the  Ugashik  district,  where  the  season 
extends  from  June  30th  to  July  28th.  The  other 
changes  have  largely  to  do  with  the  use  of  seines  and 
with  the  location  of  traps.  Clam  regulations  have  been 
modified  to  permit  a  larger  take  in  some  districts  for 
canning  purposes,  clams  having  increased  in  number. 

• 

BRESKIN  &  CHARLTON  PUBLISHING  CORPORATION  are 
now  in  the  process  of  distributing  for  Modern  Packag¬ 
ing,  425  Fourth  Avenue,  New  York  City,  the  new  600- 
page  1938  Package  Catalog,  which  is  the  largest,  most 
complete  and  most  useful  informative  guide  to  packag¬ 
ing  ever  published  by  them.  Its  editorial  scope  has 
been  widened,  and  the  new  book  contains  completely 
revised  and  up-to-date  information,  contributed  by 
well-known  authorities,  covering  every  field  of  design, 
production,  display  and  merchandising.  It  carries  sec¬ 
tions  devoted  to  paper  boxes,  bags,  wrappings,  ties, 
labels,  seals,  tags,  rigid  cellulo.se,  metal  containers, 
glass  containers,  closures,  plastics,  displays,  machinery 
and  equipment,  printing,  shipping  and  modern  design 
principles.  Its  editorial  and  advertising  pages  are  re¬ 
plete  with  color  printing,  samples,  tip-ons  and  inserts. 
Thirty  pages  of  Directory  listings  have  been  revised 
and  brought  up  to  date,  giving  the  manufacturers  of 
packaging  materials,  supplies  and  equipment,  as  well 
as  agencies  and  individuals  serving  the  field.  The  nine- 
pound  book  has  a  grey  leather  cover  with  a  simple  blue 
and  silver  embossed  design,  in  keeping  with  the  modern 
tempo. 


SECRETARY  OF  AGRICULTURE  HENRY  A.  WALLACE,  waS  a 
visitor  in  California  late  in  February,  having  come  to 
deliver  a  series  of  lectures  at  Berkeley.  In  a  radio 
address  he  spoke  on  farm  problems  and  cooperative 
marketing  and  warned  farmers  to  be  on  the  lookout 
for  smoke  screens  of  misrepresentation  to  obscure  their 
essential  needs.  He  said  that  reciprocal  trade  agree¬ 
ments  represent  an  effort  to  reopen  foreign  markets 
that  have  been  closed  to  us. 

READERS  OF  THIS  ISSUE  will  note  beautiful  and  true  to 
nature  vignettes  in  the  advertising  of  Lehmann  Print¬ 
ing  and  Lithographing  Company.  These  people  have 
specialized  in  the  manufacture  of  quality  labels  since 
1901  and  conduct  a  special  department  for  the  produc¬ 
tion  of  stock  labels  of  every  description.  The  company 
maintains  branches  strategically  throughout  the 
country  and  will  be  glad  to  furnish  sample  books  upon 
request. 

• 

GEORGE  A.  SCOTT  has  been  appointed  State  statistician 
in  charge  of  the  California  Cooperative  Crop  Reporting 
Service.  He  succeeds  E.  E.  Kaufman  who  retired  in 
January  after  forty  years  of  service  with  the  U.  S. 
Department  of  Agriculture. 

• 

THE  CHEF  BOIARDI  FOOD  PRODUCTS  COMPANY,  Cleve¬ 
land,  Ohio,  has  purchased  a  plant  at  Milton,  Pennsyl¬ 
vania,  formerly  operated  as  a  silk  mill,  which  will  be 
converted  into  a  cannery.  The  company  packs  a  line 
of  Italian  canned  foods. 

• 

fishermen’s  tuna  packing  company  has  been  in¬ 
corporated  at  San  Diego,  California,  with  a  capital 
stock  of  $200,000  by  Gertrude  Connell  and  Burton  D. 
Wood. 

• 

PENNSYLVANIA  CANNERS  ASSOCIATION  Secretary  Bill 
Free,  advised  that  in  making  announcement  of  their 
meeting  in  last  week’s  issue,  which  is  to  be  held  at  the 
Nittany  Lion  Hotel,  State  College,  Pennsylvania, 
March  23rd  and  24th,  that  it  was  inaccurately  stated 
that  the  meeting  on  the  afternoon  of  the  23rd  would 
be  for  members  only.  This  meeting  will  be  open  to 
member  as  well  as  non-member  canners,  but  not  to 
brokers  and  supply  people.  The  purpose  of  the  closed 
meeting  is  to  permit  free  discussion  among  canners 
which  sometimes  the  presence  of  allied  interests  has 
a  tendency  to  temper. 

• 

RAY  RANDALL,  in  charge  of  the  advertising  depart¬ 
ment  of  the  Canning  Peach  Advistory  Board,  is  away 
on  a  hurried  business  trip  to  Eastern  trade  centers. 

(Continued  on  page  28) 
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LABEL  SPECIALISTS  SINCE  1901 


LEHMANN  PRINTING  AND  LITHOGRAPHING  CO 


MAIN  OFFICE  AND  FACTORY,  400-430  FOURTH  STREET,  SAN  FRANCISCO 
!*«  Offices;  New  York,  Philadelphie,  Miani,  Detroit,  Kansas  City,  St  Louis,  Hariingen,  Clearfield,  Boise,  Santurce  Puerto  Rico,  Los  Angeles,  Fresno,  SacraMcnto,  Seattle,  Spokane,  Portland 


We  are  interested  in  better  labels  and  request 
that  you  send  us  samples  of  the  following. 


Firm  Name. 


Address 


Attention  of _ 

CUT  OFF  HERE  -  SIGN  NAME  AND  ADDRESS  -  ADD  POSTAGE  AND  MAIL. 


A  VISIT  TO  THIS  COMPLETE  PLANT  WILL  DEMONSTRATE  HOW  A  PIECE  OF  PAPER  IS  CONVERTED  INTO  A  WORK  OF  ART. 


Lehmann  Printing  and 
Lithographing  Co 


400-430  Fourth  Street 

SAN  FRANCISCO 
CALIF. 
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^38  Calls  For  Better  Selling  Job 

By  “BETTER  PROFITS” 

Special  Correspondent  of  “The  Canning  Trade” 


A  LMOST  as  soon  as  some  of  you  read  this  article, 
crops  for  canning  will  be  put  in  the  ground.  With 
/  \  economic  forces  unsettled,  with  the  price  of  tin 

plate  higher  than  last  year,  even  with  some  reductions 
here  and  there  in  the  prices  paid  for  green  stuff,  it’s 
going  to  be  hard  to  make  future  prices  any  lower  than 
those  of  last  year.  Labor  will  not  willingly  and 
promptly  take  less  per  hour,  for  labor  in  canning  fac¬ 
tories  than  was  paid  in  1937 ;  major  commodities  are 
almost  certain  to  develop  some  carryovers.  It  looks 
on  all  sides  that  this  year  will  call  for  a  better  than 
usual  selling  job,  if  a  canner  is  to  dispose  of  products 
from  normal,  or  even  reduced,  acreage  and  still  make 
a  little  money. 

Following  custom,  about  the  time  you  name  future 
prices,  you  consider  what  you  may  do  in  some  way  or 
another  toward  creating  consumer  demand  for  your 
goods.  Usually  the  majority  of  canners  decide  at  the 
last  moment  to  ride  along  with  the  current  of  this  last 
year  and  see  what  develops.  Year  follows  year  and  a 
lifetime  has  been  spent  by  many  in  the  canning  business 
without  any  attempt  on  their  part  to  do  a  constructive 
sales  task.  Almost  without  exception  canners  agree 
with  the  theory  of  advertising  in  substance,  but  not 
in  fact.  It’s  all  right  for  the  other  fellow.  Everyone 
looks  at  the  position  of  the  coast  canners  and  western 
packers  of  peas  and  corn  and  then  says,  with  a  trace 
of  a  sigh,  that  they  can’t  hope  to  compete  with  color 
pages  in  the  Saturday  “Evening  Post”  and  “Good 
Housekeeping”;  that  they  will  try  some  other  type  of 
advertising  as  a  starter.  Then  the  starter  campaign 
is  often  delayed  and  nothing  happens  in  the  case  of 
the  procrastinator. 

There  is  only  one  w'ay  to  start  advertising  canned 
foods,  and  that  is  to  advertise.  There  is  only  one 
right  time  to  start  advertising,  and  that  is  the  present 
for  the  fellow  who  so  far  has  not  wet  his  advertising 
feet.  There  is  one  best  time  in  which  to  take  the 
initial  step,  and  that  is  in  time  enough  so  that  your 
program  may  be  thoroughly  outlined  for  your  repre¬ 
sentatives  at  the  same  moment  they  learn  your  future 
prices. 

Probably  every  canner  in  the  United  States  has  a 
fund  to  which  he  charges  many  expenditures  which  he 
says  are  for  advertising.  At  least  that  is  the  term 
he  uses  when  telling  his  bankers  about  the  ads.  he  took 
in  church  cookbooks,  about  the  banner  he  paid  for  to 
be  displayed  in  the  local  meeting  rooms  of  the  union, 
and — oh,  yes,  when  he  explains  about  the  seventy-five 
dollars  he  spent  for  a  banner  on  the  circus  elephant 
when  it  paraded  around  the  arena  before  the  main 
shows  of  the  afternoon  and  evening.  A  man  might  as 


well  have  a  cat  and  dog  account  in  his  financial  setup 
and  charge  to  that  such  items  as  I  have  described  and 
many  others  as  w^ell.  They  have  no  relation  to  adver¬ 
tising  as  we  have  come  to  know  it.  Better  have  a  sum 
set  aside  for  the  building  of  good  will;  charge  every¬ 
thing  to  that  and  forget  as  quickly  as  possible  that 
you  are  an  advertiser,  unless  you  really  set  out  at  the 
start  of  your  selling  season  to  constructively  build  the 
interest  of  your  distributors  and  consumer  customers 
in  your  line  by  means  of  some  w'ell  thought-out  plan 
that  may  be  dignified  by  the  legitimate  term  of 
advertising. 

No  one  can  be  blamed  for  not  wishing  to  start  first 
off  with  even  a  third  of  a  page  in  “Good  Housekeeping,” 
especially  when  distribution  is  not  general.  Such  space 
buying  would  be  height  of  folly  unless  one  were  cer¬ 
tain  one’s  present  distributors  would  buy  enough  more 
because  of  the  projected  ads.  to  warrant  the  buying 
of  a  great  deal  of  waste  circulation.  $2,100.00  is  a 
whole  great  big  slice  of  coin  for  the  man  with  a  spe¬ 
cialty  or  two  in  canned  foods,  or  a  partial  line  of  canned 
fruits  or  vegetables.  Rates  in  other  publications  of 
large  circulation  are  equally  high  in  connection  with 
their  comparative  circulation.  Such  ambitious  adver¬ 
tising  efforts  are  well  enough  saved  until  one  has  a 
solid  foundation  of  advertising  experience  on  which  to 
build  more  business. 

This  leaves,  then,  newspapers  to  be  next  considered 
as  a  basis  of  an  effort  to  create  more  users  for  one’s 
products.  Newspapers  furnished  many  a  successful 
canner  with  the  vehicle  of  sales  building;  they  may  do 
as  much  for  you.  The  only  way  you  can  be  certain 
as  to  this  is  by  trying  out  a  schedule  in  several  papers. 
You  can’t  be  sure  of  your  ground  if  you  advertise  in 
only  one,  say  your  home  town  paper.  If  you  start 
advertising  where  your  goods  are  well  known,  and  you 
have  good  distribution,  you  are  very  apt  to  be  fooled 
no  matter  what  the  outcome.  If  your  sales  increase 
appreciably  over  the  period  of  the  schedule,  you  will 
be  all  puffed  up  and  decide  newspaper  advertising  is 
the  thing  for  you  beyond  the  shadow  of  a  doubt.  If 
your  sales  lag  or  only  hold  even  with  those  of  last 
year  you  may  wrongly  conclude  that  newspaper  ads. 
will  not  answer  your  purpose  in  creating  consumer  de¬ 
mand  for  your  products.  So  many  factors  may  have 
brought  about  this  condition  you  would  be  unjustified 
in  your  conclusion. 

If  you  decide  to  really  advertise,  and  that  you  will 
try  first  newspaper  advertising,  run  your  schedules  in 
at  least  three  newspapers.  Select  these  in  markets  as 
nearly  the  same  size  as  possible,  run  the  ads  for  three 
distributors  with  as  nearly  the  same  sales  volume  last 
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year  as  possible.  Do  not  support  the  sales  efforts  of 
an  exclusive  distributor  with  a  campaign  of  newspaper 
ads.,  and  run  the  same  number  of  lines  for  a  market 
where  several  jobbers  handle  your  line  and  then  expect 
the  same  results  from  each  market. 

You  may  be  located  favorably  enough  so  that  the 
probabilities  of  a  successful  radio  advertising  campaign 
appeals  to  you.  Selection  of  such  support  of  distribu¬ 
tion  is  all  right  as  long  as  you  feel  reasonably  certain 
you  know  the  type  of  program  you  want.  Too  many 
radio  space  and  time  solicitors  are  too  willing  to  take 
your  money  and  provide  the  type  of  radio  program  they 
have  available  at  the  moment.  In  one  instance,  they 
may  have  at  the  time  of  solicitation,  only  canned  pro¬ 
grams  which  may  not  be  well  suited  to  your  purpose. 
On  the  other  hand,  they  may  be  offering  a  “Live”  pro¬ 
gram  that  has  been  well  received  in  another  market 
where  it  was  sponsored  by  a  product  entirely  unlike 
yours.  Because  it  succeeded  for  that  sponsor  else¬ 
where  is  no  particular  sign  it  will  produce  for  you.  If 
you  have  an  exclusive  distributor,  if  that  distributor  is 
well  sold  on  the  sales  building  value  of  radio  advertis¬ 
ing,  if  the  salesmen  of  that  distributor  would  prefer 
radio  support  to  a  campaign  in  newspapers,  then  allow 
them  a  voice  in  deciding  on  the  type  of  program  best 
suited  to  your  purpose.  Better  still,  if  your  distributor 
sponsors  a  voluntary  group,  and  that  one  doing  news¬ 
paper  advertising,  get  them  to  advertise  your  radio 
program  in  their  weekly  ads.  That  will  build  listener 
interest  in  it,  the  chances  are  it  will  go  over  as  you 
expect. 

After  you  have  considered  the  three  types  of  major 
advertising :  magazines,  newspapers  and  radio,  you  may 
feel  you  are  not  ready  for  any  one  of  the  three.  That’s 
all  right,  it’s  your  money  you  will  spend  in  paying  for 
whatever  advertising  you  do,  but  do  not  waste  money 
by  frittering  it  away  on  various  schemes  seeming  on 
the  surface  to  offer  possibilities  for  the  increase  of  your 
sales.  Talk  the  matter  over  with  your  brokers,  espe¬ 
cially  those  in  whose  markets  you  may  want  to  do  some 
advertising,  if  it  can  be  handled  from  a  financial  stand¬ 
point.  Their  suggestions  are  always  in  order;  go  as 
far  as  you  can  in  carrying  them  out.  If  you  have 
jobbers  sponsoring  voluntary  groups  and  can  help  their 
groups  carry  the  cost  of  advertising  your  goods,  you 
can’t  spend  your  limited  advertising  appropriation  to 
any  better  advantage. 

Whatever  you  decide  to  do,  announce  your  plans  as 
soon  as  possible.  Today  more  than  ever,  it  is  necessary 
that  your  men  have  something  besides  your  line  to 
offer  when  they  approach  prospective  buyers.  The  plan 
you  adopt  for  increasing  sales  may  not  be  a  world- 
beater  ;  it  may  have  been  used  repeatedly  by  others,  but 
it  will  be  new  to  your  customers  if  you  have  not  been 
using  it.  Cover  all  details  carefully,  advise  your  dealers 
fully  and  remember  that  constructive  advertising  sup¬ 
port  of  a  product  is  your  best  insurance  that  your  prices 
will  be  among  the  last  to  be  reduced,  if  any,  should 
next  fall  develop  overstocks  in  your  line. 

If  any  canner  wishes  particular  advice  in  connection 
with  his  projected  advertising  campaign  for  1938-39, 
write  us  fully.  No  obligation,  of  course. 


LOANS  ON  RAISINS  FIRST  UNDER 
NEW  FARM  ACT 

HE  Agricultural  Adjustment  Administration  an¬ 
nounced  February  21,  that  a  loan  of  $2,500,000  to 
California  raisin  producers  has  been  recommended 
by  Secretary  Wallace  and  approved  by  the  Commodity 
Credit  Corporation  and  the  President.  The  loan  is  the 
first  one  approved  under  the  Agricultural  Adjustment 
Act  of  1938. 

Application  for  the  loan  was  made  by  California  pro¬ 
ducers  for  the  purpose  of  handling  the  remaining  ton¬ 
nage  of  raisins  from  the  1937  crop  which  is  still  unsold 
in  growers’  hands.  The  loan  recommended  and  ap¬ 
proved  will  not  exceed  $2,500,000  and  is  to  be  made  on 
40,000  tons  at  the  rate  of  $55  per  ton,  net,  to  growers 
for  standard  or  better  quality  Thompson  Seedless  or 
Muscat  raisins. 

That  “this  loan  should  give  all  necessary  strength  to 
the  raisin  market  and  should  provide  growers  holding 
raisins  from  the  1937  crop  with  a  market  of  at  least 
$60  per  ton  on  their  standard  raisins,”  was  pointed  out 
by  A1  J.  Brown  and  R.  L.  Miller,  representing  the  Pro¬ 
gram  Committee  of  the  Raisin  Proration  Zone  No.  1, 
formed  under  authority  of  the  California  Agricultural 
Prorate  Commission. 

“It  should  provide  the  necessary  strength  to  the 
market  to  enable  Sun-Maid  Raisin  Growers  Association 
and  other  holders  of  raisins  to  sell  both  in  the  domestic 
and  foreign  markets  at  fair  prices,”  the  grower  repre¬ 
sentatives  said.  “The  cooperation  of  the  Commodity 
Credit  Corporation  and  the  Department  of  Agriculture 
in  bringing  about  this  action  on  such  a  timely  and 
workable  basis  is  greatly  appreciated  and  should  mean 
much  to  the  raisin  industry  in  California.” 

The  raisin  industry  proposes  to  establish  a  non-profit 
corporation  which  will  carry  out  pooling  contracts  with 
growers  holding  raisins  from  the  1937  crop,  act  as  the 
selling  agency  and  perform  other  operations  incidental 
to  the  loan.  Growers  and  packer  members  of  the 
Program  Committee  are  to  constitute  the  board  of 
directors  of  the  new  corporation,  in  order  to  facilitate 
a  coordinated  program  for  the  industry. 

The  provisions  of  the  loan  require  that  the  raisin 
industry  institute  a  prorate  program  for  the  1938  crop 
in  the  event  the  total  supply  of  raisins  on  September 
1,  1938,  including  the  carryover  from  previous  crops 
and  the  estimated  production  in  1938,  amounts  to  more 
than  270,000  tons.  This  quantity  of  raisins  will  pro¬ 
vide  for  reasonable  distribution  in  normal  trade 
channels  and  for  a  merchantable  carryover  in  the  fall 
of  1939. 

Loan  provisions  also  require  that  the  1937  raisins 
held  in  a  pool  to  be  established  be  given  preferential 
position  in  the  sale  program  for  the  1938-39  season. 

In  addition  to  the  net  loan  of  $55  per  ton,  provision 
also  has  been  made  for  an  advance  of  funds,  up  to  $4 
per  ton,  to  meet  necessary  handling  and  carrying 
charges. 

Details  of  the  loan  program  will  be  completed  so  that 
loans  can  be  made  soon  after  March  10,  1938,  it  is 
anticipated. 
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JUST  A 
HAMMCR  TO 
APPLY  IT’ 


5/8  Machine  Made  Hamper 


TOMATO  FIELD  HAMPERS 

that  have  met  the  test  of  the  canning  industry.  Strong  and 
ruggedly  constructed — will  last  longer.  Five  types  at  reason¬ 
able  prices.  Ask  for  samples. 

Riverside  Manufacturing  Co.,  Inc. 

Murfreesboro,  North  Carolina 

"Largeat  manufacturera  of  cannara*  S/8  buahel  field  hampera  in  the  world’ 


5/8  Hand  Made  Hamper 


DESIGNED  TO  SAVE  TIME 
AND  GIVE  ADDED  CLEANLINESS 


Gives  uniform  blanch  for  varyins  conditions  of 
stock.  Close  fitting  drum.  Effective  for  blanching 
small  vegetables  .  .  .  No  Bruising.  All  steel  and 
welded  construction.  Made  in  any  size  and  with 
pulley  or  motor  drive  as  desired. 

Write  for  details  and  for  general  catalog  No.  600,  describing 
the  entire  Robins  line  of  canning  equipment. 


CONTINUOUS 

BLANCHER 


Baltimore,  Md.,  U.S.  A. 


^Artistic 

I^LS 


Plain, 

Varnished. 

Embossed. 


THE 


Simpson  s  doeller 


CO. 


BALTIMORE,MD. 


ALLIGATOR 

TRADE  MARK  REC  U  S  PAT  OFFICE 

STEEL  BELT  LACING 


For  all  baht — all 
spaeds.  FlexAtla. 


Rocker  Hins#  Pin. 
Separable  joint. 


Greol  strength. 
Long  life. 


Made  also  in  **MoneI  Metal”  and 
non-magnetic  alloy  for  special  service, 
and  in  long  lengths  for  wider  belts. 
Sole  Manufacturers 

FLEXIBLE  STEEL  LAONG  CO. 

4697  Lexington  Street  Chicago,  Illinois 
In  England  at  13  J  Fintbury  Pavement, 
Loadoa,E.C.2 


12  Sim  in 
Standard  Boxes. 
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With  Canned  Foods  Distributors 

By  “OBSERVER” 

Special  Correspondent  of  “The  Canning  Trade" 


MODEL  LOSS-LEADER  BILL  UP 

HE  model  loss-leader  statute  recently  developed 
and  approved  by  the  National  Food  and  Grocery 
Conference  Committee  has  made  its  appearance  in 
the  Massachusetts  Legislature,  and  strong  effort  is 
being  made  by  the  food  trade  in  that  State  to  push  the 
measure  through  to  enactment. 

The  bill  proposes  the  outlawing  of  sales  below  cost 
or  replacement,  whichever  is  lowest,  and  sets  up 
definite  cost  factors  for  both  wholesalers  and  retailers. 
In  the  case  of  retail  dealers,  a  minimum  mark-up  of  6 
per  cent  over  wholesale  cost  is  made  mandatory,  this 
figuring  being  set  as  the  lowest  average  cost  of  doing 
business  on  the  part  of  the  most  efficient  type  of  retail 
food  distributor. 

While  the  bill  is  being  sponsored  in  Massachusetts 
primarily  by  the  organized  retail  food  dealers  of  that 
State,  efforts  are  being  made  to  line  up  retailers  in 
other  lines  in  support  of  the  measure.  It  is  believed, 
however,  that  retailers  in  some  lines,  notably  in  the 
drug,  hardware,  and  textile  fields,  may  feel  that  the 
proposed  6  per  cent  markup  at  retail  is  inadequate  to 
cover  their  operations,  although  no  opposition  to  the 
proposal  to  prohibit  sales  below  cost  or  replacement  is 
anticipated. 

The  conference  committee  model  bill  represents  a 
distinct  forward  step  in  food  industry  moves  to  legis¬ 
late  the  loss-leader  evil  out  of  existence.  All  of  the 
major  food  trade  groups,  including  manufacturers, 
corporate  chains,  wholesale  grocers,  independent  re¬ 
tailers,  voluntary  groups,  and  retailer-owned  organiza¬ 
tions,  have  gone  on  record  as  favoring  the  provisions 
of  this  model  bill,  and  with  industry  support  thus 
virtually  unanimous  considerable  progress  in  securing 
the  enactment  of  this  measure  in  the  various  states  is 
anticipated  this  year  and  next,  when  the  proposal  will 
come  before  legislatures  in  many  of  the  .states  which  do 
not  already  have  similar  .statutes  on  their  books. 

In  many  sections  of  the  food  trade,  the  conference 
committee  bill  is  favored  over  State  laws  which  permit 
the  making  of  permissive  re.sale  price  maintenance  con¬ 
tracts  between  manufacturers  and  their  di.stributors. 

A.  &  P.  REVAMPING  OPERATIONS? 

HILE  official  announcement  is  lacking,  reports 
from  many  parts  of  the  country  indicate  that 
the  Great  Atlantic  &  Pacific  Tea  Company  is 
making  rapid  strides  in  revising  its  operating  pro¬ 
cedure.  Development  of  new  super-market  outlets  is 
one  of  the  features  of  this  revamping  program,  al¬ 
though  other  changes  are  also  apparently  in  the 
making. 


Several  of  the  branch  warehouses  of  the  “tea  com¬ 
pany”  are  reported  to  have  been  closed  down  recently, 
the  company  simultaneously  opening  a  number  of  new 
sub-warehou.ses.  In  some  instances,  these  sub-ware¬ 
houses  are  being  located  as  annexes  to  large  super¬ 
markets  which  the  chain  company  is  establishing.  In 
other  cases,  the  procedure  is  being  reversed,  with  the 
ground  floors  of  exi.sting  warehouses  being  converted 
into  large  self-.service  super-market  units.  A  con¬ 
current  move  by  the  big  chain  is  the  apparent  closing 
down  of  many  of  its  smaller  retail  units,  particularly 
many  of  the  so-called  neighborhood  type  of  stores, 
carrying  only  groceries,  with  new  combination  mar¬ 
kets,  selling  groceries,  fruits  and  vegetables,  meats, 
bakery  products,  etc.,  taking  the  place  of  several  of 
the  smaller  units  in  specified  marketing  areas. 

Whether  the  partial  reorganization  of  the  big  chain 
has  been  forced  by  the  growing  burden  of  chain  store 
tax  legi.slation  in  many  .states,  and  the  possible  enact¬ 
ment  of  the  Patman  federal  chain  store  tax  law,  or  is 
in  response  to  changing  competitive  conditions  brought 
about  by  the  advent  of  the  super-market,  is  a  question. 
Probably  both  factors  enter  into  the  situation,  however. 

No  reliable  data  on  the  number  of  super-markets 
now  being  operated  by  the  Great  Atlantic  &  Pacific 
Tea  Company  are  available  at  this  time.  It  is  known, 
however,  that  the  company  has  been  .steadily  widening 
its  activities  in  this  branch  of  the  industry  during  the 
past  year,  and  is  still  active  in  the  opening  of  new 
retail  units  of  this  type.  Consummation  of  this 
“change-over”  program,  it  is  expected,  will  find  the 
A.  &  P.  with  considerable  less  than  the  15,000  retail 
units  which  it  was  operating  a  year  or  so  ago.  Addi¬ 
tional  chain  taxes,  it  is  further  believed,  will  hasten 
the  advent  of  A.  &  P.  into  the  voluntary  group  and 
wholesale  grocery  fields,  particularly  the  latter,  where 
the  company  is  ideally  equipped  to  develop  cash-and- 
carry  jobbing  outlets. 

WAR  SCARES  AND  EXPORT  SALES 

EPORTS  from  London  this  week  indicate  that  the 
prospect  of  further  intensification  of  armament 
activity  in  Europe  has  revived  discussion  of  the 
plan  to  develop  a  substantial  reserve  of  foodstuffs  in 
Great  Britain  as  a  preparedness  measure.  This  plan 
has  been  under  serious  consideration  by  England  not 
alone  to  obviate  the  danger  of  a  food  shortage  in  the 
event  of  hostilities,  but  also  to  free  the  British  mer¬ 
chant  marine  for  other  service  in  the  event  of  war. 

While  wheat  is  generally  looked  upon  as  the  chief 
element  in  the  .so-called  granary  plan,  it  is  by  no  means 
the  only  foodstuff  that  sponsors  of  the  proposal  advo¬ 
cate  acquiring.  As  outlined  recently  by  Sir  Arthur 
Salter,  a  staunch  advocate  of  the  food  reserve  principle, 
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The  Hydro  Geared  Grader 

The  Rod  Split  and  Skin  Remover 
and  Washer 

The  New  Hex-Ro  Cleaner 

The  Taper  Tip 
Corn  Trimmer 


Machines  to  help  you  pack  better  quality 
and  at  the  same  time  save  you  money. 


The  Sinclair-Scott  Co. 

**The  Original  Grader  House** 

BALTIMORE,  MD. 


INVESTIGATE 
STERILIZED  SPICES 

ALL  SPICE  CONTAINS  MOLD  AND  BACTERIA 
AND  MAY  BE  THE  SOURCE  OF  YOUR  TROUBLE 

The  Griffith  Laboratories  are  the  first  to  produce 
Sterilized  Spices  which  give  to  your  products  stabil¬ 
ity  and  longer  life,  improved  taste  and  flavor,  eli¬ 
minating  molds  and  bacteria  that  are  so  largely  re¬ 
sponsible  for  food  spoilage. 

Griffith's  STERILIZED  SPICES,  covered  by  patents, 
are  available  either  individually  or  in  mixtures  for 
any  seasoning  purpose  or  we  will  sterilize  your  own 
private  formulas  if  you  desire. 

There  is  only  slight  increase  in  cost. 

Write  today  to 

THE  GRIFFITH  LABORATORIES 

1415  W.  37th  ST.,  CHICAGO,  ILL. 

TORONTO,  ONT.  PASSAIC,  N.  J. 
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the  plan  contemplates  the  building  up  of  reserves  of 
various  foods  equal  in  tonnage  to  one  year’s  consump¬ 
tion  of  wheat.  Thus,  if  Britain’s  normal  annual  wheat 
consumption  is  found  to  be  6,000,000  tons,  canned 
foods,  meats,  sugar,  and  other  food  products  aggregat¬ 
ing  6,000,000  tons  would  be  acquired  and  stored. 

By  diversifying  in  this  manner  the  types  of  food 
stored,  undue  temporary  disturbance  to  the  markets 
for  such  products  would  be  largely  avoided,  sponsors 
of  the  reserve  plan  have  pointed  out.  Thus,  should  the 
plan  finally  be  adopted,  it  is  expected  that  considerable 
purchasing  would  be  quietly  done  at  times  when  prices 
are  favorable  in  the  market,  before  much  publicity 
regarding  these  buying  operations  can  be  developed. 

It  is  no  secret  that  canned  foods  play  a  prominent 
part  in  the  plans  of  the  British  Government  for  acquisi¬ 
tion  of  substantial  food  reserves.  It  is  believed  in  trade 
circles  that  some  buying  was  done  in  the  American 
canned  foods  market  for  this  purpose  during  the  past 
year,  although  it  is  not  believed  that  sizable  blocks 
were  involved.  In  the  event  that  the  government  goes 
forward  with  its  buying  program,  however,  it  is  ex¬ 
pected  that  canned  salmon,  fruits,  and  vegetables  will 
be  purchased  in  the  American  market  in  considerable 
quantities,  supplementing  stocks  of  these  products 
which  the  British  Government  will  be  in  position  to 
obtain  from  canners  in  Canada,  Australia,  and  other 
British  possessions. 

POINT  OF  PURCHASE  ADVERTISING 

OINT  of  sale  advertising  in  the  distribution  of 
canned  foods  is  a  potent  factor  in  stimulating  sales, 
according  to  Everett  M,  Runyon,  advertising  service 
manager  for  the  California  Packing  Corporation. 

Discussing  this  subject  in  a  recent  talk  before  the 
Advertising  Club  of  Los  Angeles,  Mr.  Runyon  said,  in 
part:  “Point  of  purchase  advertising  is  the  final  link 
in  the  chain  which  causes  the  consumer  to  select  one 
product  or  brand,  instead  of  another,  at  the  time  when 
the  money  passes  over  the  counter. 

“Traveling  about  from  city  to  city,  one  finds  that  the 
awakening  of  interest  in  store  display  is  very  notice¬ 
able.  The  retail  stores  of  today  are  entirely  different 
from  those  of  a  few  years  ago.  Merchandise  has  come 
down  off  the  shelves.  Storekeepers  have  found  that 
their  customers  want  to  look  at  and  handle  goods  on 
sale,  without  making  a  special  request  for  the  privilege. 

“In  the  grocery  business,  the  jumble  displays  in 
baskets  or  on  tables  and  the  large  broken  stacks  of 
canned  foods  and  other  package  items,  with  ‘starter 
gaps’  to  make  it  easier  for  the  housewife  to  pick  up  a 
can  or  package,  are  the  ones  w'hich  sell  the  most  goods. 

“A  survey  recently  made  showed  that  out  of  every 
100  women  going  into  retail  stores,  75  of  them  bought 
one  or  more  items  on  impulse.  Something  that  their 
attention  was  attracted  to  which  they  had  not  intended 
buying  when  they  entered  the  store.  They  also  found 
that  24  per  cent  of  all  of  the  items  sold  in  retail  stores 
were  bought  on  impulse  and  that  66  per  cent  of  such 
sales  were  the  result  of  special  displays  at  the  point  of 
purchase. 

“This  impulse  market,  then,  is  certainly  worth  going 
after,  but  the  question  arises,  whose  responsibility  is 


it  to  provide  this  advertising  at  the  point  of  sale, — is 
it  the  dealer’s,  or  is  it  the  manufacturer’s  or  pro¬ 
ducer’s?  I  think  it  is  both.  It  should  be  the  responsi¬ 
bility  of  the  manufacturer  to  supply  practical  and 
attractive  material  for  store  display  of  his  product,  and 
it  should  be  the  responsibility  of  the  dealer  to  make  use 
of  them,  because  in  the  final  analysis  merchandising  is 
a  part  of  the  function  of  retailing,  and  that  is  what 
point  of  purchase  advertising  boils  down  to.” 

• 

AAA  DROPS  PROPOSED  ONION  SET 
AGREEMENT  WHEN  INDUSTRY 
FAILS  TO  APPROVE  PROGRAM 

As  evidence  of  how  marketing  agreements  work — or 
die — read  this: 

The  Agricultural  Adjustment  Administration  an¬ 
nounced  February  21  that  a  proposed  marketing 
agreement  program  for  onion  sets  produced  in  the 
lower  Lake  Michigan  area,  submitted  to  the  Adminis¬ 
tration  by  representatives  of  growers  and  shippers  of 
onion  sets,  cannot  be  made  effective  due  to  lack  of 
necessary  approval  by  growers  and  shippers  generally. 

The  proposed  order  was  submitted  to  a  vote  of  all 
onion  set  growers  of  the  Lower  Lake  Michigan  area  in 
Illinois,  Indiana  and  Wisconsin  following  a  public  hear¬ 
ing  of  the  program,  as  submitted  to  the  Agricultural 
Adjustment  Administration,  at  South  Holland,  Ill., 
December  28  and  29.  All  shippers  of  onion  sets  were 
sent  copies  of  the  marketing  agreement  contract  for 
their  signatures.  The  support  for  the  program  as 
determined  from  grower  votes  and  shippers’  signatures 
to  the  agreement  was  not  sufficient  to  permit  making 
it  effective  under  the  provisions  of  the  Marketing 
Agreement  Act  of  1937. 

Before  a  marketing  agreement  program  can  go  into 
effect  under  the  Act,  the  marketing  agreement  must 
be  signed  by  handlers  of  at  least  50  per  cent  of  the 
volume  of  the  commodity  involved  and  the  Secretary 
must  determine  that  issuance  of  the  order  is  favored 
by  at  least  two-thirds  of  the  growers,  by  number,  or 
by  growers  of  two-thirds  of  the  commodity  in  the  pro¬ 
ducing  area. 

The  program  proposed  to  establish  a  committee  of 
growers  and  shippers  through  which  shipments  of 
onion  sets  could  be  regulated  by  grades  and  sizes.  It 
also  provided  for  compilation  and  distribution  of  mar¬ 
keting  information  to  growers  and  shippers  and  the 
elimination  of  the  practice  of  selling  onion  sets  with  a 
guarantee  against  price  decline. 

THE  DELMAR  CANNERY  at  Odem,  Texas,  is  discon¬ 
tinuing  the  canning  of  other  vegetables,  concentrating 
its  efforts  on  the  production  of  sauer  kraut.  New 
machinery  is  being  installed  for  this  purpose. 

THE  CAPITAL  STOCK  of  the  Nelson  Packing  Company, 
San  Francisco,  California,  has  been  increased  from 
$25,000  to  $200,000.  This  concern  has  succeeded  the 
Family  Kitchen,  Inc.,  operated  for  some  time  at  780 
Folsom  Street. 
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You  are  continually  trying  out  various  forms  of  Boosters 
for  your  business  ....  probably  get  fine  results  from  a 
number  of  them,  but,  .  .  just  think  of  having  one  effort  work 
for  you  all  the  year  through,  keeping  buyers  and  brokers 
ever  mindful  of  you  and  your  packs.  That’s  what  the 
Almanac  will  do. 

Put  your  advertisement  in  the  Almanac.  There  you  get 
your  message  along  with  the  Industry’s  important  refer¬ 
ences  .  .  .  the  food  laws,  label  requirements,  U.  S.  grades, 
cut-out  weights,  pack  statistics,  price  ranges  .  .  .  all  the 
data  needed  daily  for  reference  by  all  the  industry  assuring  a 
full  year  of  advertising  for  the  one  cost. 

Over  4500  Canners,  Food  Brokers  and  Wholesale  Grocers  refer 
to  it  continually.  Get  copy  in  now  to  be  sure  you  are  in  time. 

EXTRA  COPIES:  to  avert  another  shortage  advise  the  num¬ 
ber  of  extra  copies  you  will  require.  A  special  20%  discount 
begins  will  orders  for  20  or  more.  Many  canners  order  quan¬ 
tities  imprinted  with  their  compliments.  Imprinting  free 
on  discount  orders.  Don’t  delay.  Write  today. 
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the  plan  contemplates  the  building  up  of  reserves  of 
various  foods  equal  in  tonnage  to  one  year’s  consump¬ 
tion  of  wheat.  Thus,  if  Britain’s  normal  annual  wheat 
consumption  is  found  to  be  6,000,000  tons,  canned 
foods,  meats,  sugar,  and  other  food  products  aggregat¬ 
ing  6,000,000  tons  would  be  acquired  and  stored. 

By  diversifying  in  this  manner  the  types  of  food 
stored,  undue  temporary  disturbance  to  the  markets 
for  such  products  would  be  largely  avoided,  sponsors 
of  the  reserve  plan  have  pointed  out.  Thus,  should  the 
plan  finally  be  adopted,  it  is  expected  that  considerable 
purchasing  would  be  quietly  done  at  times  when  prices 
are  favorable  in  the  market,  before  much  publicity 
regarding  these  buying  operations  can  be  developed. 

It  is  no  secret  that  canned  foods  play  a  prominent 
part  in  the  plans  of  the  British  Government  for  acquisi¬ 
tion  of  substantial  food  reserves.  It  is  believed  in  trade 
circles  that  some  buying  was  done  in  the  American 
canned  foods  market  for  this  purpose  during  the  past 
year,  although  it  is  not  believed  that  sizable  blocks 
were  involved.  In  the  event  that  the  government  goes 
forward  with  its  buying  program,  however,  it  is  ex¬ 
pected  that  canned  salmon,  fruits,  and  vegetables  will 
be  purchased  in  the  American  market  in  considerable 
quantities,  supplementing  stocks  of  these  products 
which  the  British  Government  will  be  in  position  to 
obtain  from  canners  in  Canada,  Australia,  and  other 
British  possessions. 

POINT  OF  PURCHASE  ADVERTISING 

OINT  of  sale  advertising  in  the  distribution  of 
canned  foods  is  a  potent  factor  in  stimulating  sales, 
according  to  Everett  M.  Runyon,  advertising  service 
manager  for  the  California  Packing  Corporation. 

Discussing  this  subject  in  a  recent  talk  before  the 
Advertising  Club  of  Los  Angeles,  Mr.  Runyon  said,  in 
part:  “Point  of  purchase  advertising  is  the  final  link 
in  the  chain  which  causes  the  consumer  to  select  one 
product  or  brand,  instead  of  another,  at  the  time  when 
the  money  passes  over  the  counter. 

“Traveling  about  from  city  to  city,  one  finds  that  the 
awakening  of  interest  in  store  display  is  very  notice¬ 
able.  The  retail  stores  of  today  are  entirely  different 
from  those  of  a  few  years  ago.  Merchandise  has  come 
down  off  the  shelves.  Storekeepers  have  found  that 
their  customers  want  to  look  at  and  handle  goods  on 
sale,  without  making  a  special  request  for  the  privilege. 

“In  the  grocery  business,  the  jumble  displays  in 
baskets  or  on  tables  and  the  large  broken  stacks  of 
canned  foods  and  other  package  items,  with  ‘starter 
gaps’  to  make  it  easier  for  the  housewife  to  pick  up  a 
can  or  package,  are  the  ones  which  sell  the  most  goods. 

“A  survey  recently  made  showed  that  out  of  every 
100  women  going  into  retail  stores,  75  of  them  bought 
one  or  more  items  on  impulse.  Something  that  their 
attention  was  attracted  to  which  they  had  not  intended 
buying  when  they  entered  the  store.  They  also  found 
that  24  per  cent  of  all  of  the  items  sold  in  retail  stores 
were  bought  on  impulse  and  that  66  per  cent  of  such 
sales  were  the  result  of  special  displays  at  the  point  of 
purchase. 

“This  impulse  market,  then,  is  certainly  worth  going 
after,  but  the  question  arises,  whose  responsibility  is 


it  to  provide  this  advertising  at  the  point  of  sale, — is 
it  the  dealer’s,  or  is  it  the  manufacturer’s  or  pro¬ 
ducer’s?  I  think  it  is  both.  It  should  be  the  responsi¬ 
bility  of  the  manufacturer  to  supply  practical  and 
attractive  material  for  store  display  of  his  product,  and 
it  should  be  the  responsibility  of  the  dealer  to  make  use 
of  them,  because  in  the  final  analysis  merchandising  is 
a  part  of  the  function  of  retailing,  and  that  is  what 
point  of  purchase  advertising  boils  down  to.” 


AAA  DROPS  PROPOSED  ONION  SET 
AGREEMENT  WHEN  INDUSTRY 
FAILS  TO  APPROVE  PROGRAM 

As  evidence  of  how  marketing  agreements  work — or 
die — read  this: 

HE  Agricultural  Adjustment  Administration  an¬ 
nounced  February  21  that  a  proposed  marketing 
agreement  program  for  onion  sets  produced  in  the 
lower  Lake  Michigan  area,  submitted  to  the  Adminis¬ 
tration  by  representatives  of  growers  and  shippers  of 
onion  sets,  cannot  be  made  eifective  due  to  lack  of 
necessary  approval  by  growers  and  shippers  generally. 

The  proposed  order  was  submitted  to  a  vote  of  all 
onion  set  growers  of  the  Lower  Lake  Michigan  area  in 
Illinois,  Indiana  and  Wisconsin  following  a  public  hear¬ 
ing  of  the  program,  as  submitted  to  the  Agricultural 
Adjustment  Administration,  at  South  Holland,  Ill., 
December  28  and  29.  All  shippers  of  onion  sets  were 
sent  copies  of  the  marketing  agreement  contract  for 
their  signatures.  The  support  for  the  program  as 
determined  from  grower  votes  and  shippers’  signatures 
to  the  agreement  was  not  sufficient  to  permit  making 
it  effective  under  the  provisions  of  the  Marketing 
Agreement  Act  of  1937. 

Before  a  marketing  agreement  program  can  go  into 
effect  under  the  Act,  the  marketing  agreement  must 
be  signed  by  handlers  of  at  least  50  per  cent  of  the 
volume  of  the  commodity  involved  and  the  Secretary 
must  determine  that  issuance  of  the  order  is  favored 
by  at  least  two-thirds  of  the  growers,  by  number,  or 
by  growers  of  two-thirds  of  the  commodity  in  the  pro¬ 
ducing  area. 

The  program  proposed  to  establish  a  committee  of 
growers  and  shippers  through  which  shipments  of 
onion  sets  could  be  regulated  by  grades  and  sizes.  It 
also  provided  for  compilation  and  distribution  of  mar¬ 
keting  information  to  growers  and  shippers  and  the 
elimination  of  the  practice  of  selling  onion  sets  with  a 
guarantee  against  price  decline. 

THE  DELMAR  CANNERY  at  Odem,  Texas,  is  discon¬ 
tinuing  the  canning  of  other  vegetables,  concentrating 
its  efforts  on  the  production  of  sauer  kraut.  New 
machinery  is  being  installed  for  this  purpose. 

THE  CAPITAL  STOCK  of  the  Nelson  Packing  Company, 
San  Francisco,  California,  has  been  increased  from 
$25,000  to  $200,000.  This  concern  has  succeeded  the 
Family  Kitchen,  Inc.,  operated  for  some  time  at  780 
Folsom  Street. 
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\  OU  are  continually  trying  out  various  forms  of  Boosters 
for  your  business  ....  probably  get  fine  results  from  a 
number  of  them,  but,  .  .  just  think  ofhaving  one  effort  work 
for  you  all  the  year  through,  keeping  buyers  and  brokers 
ever  mindful  of  you  and  your  packs.  That’s  what  the 
Almanac  will  do. 

Put  your  advertisement  in  the  Almanac.  There  you  get 
your  message  along  with  the  Industry’s  important  refer¬ 
ences  .  .  .  the  food  laws,  label  requirements,  U.  S.  grades, 
cut-out  weights,  pack  statistics,  price  ranges  ...  all  the 
data  needed  daily  for  reference  by  all  the  industry  assuring  a 
full  year  of  advertising  for  the  one  cost. 

Over  4500  Canners,  Food  Brokers  and  Wholesale  Grocers  refer 
to  it  continually.  Get  copy  in  now  to  be  sure  you  are  in  time. 

EXTRA  COPIES :  to  avert  another  shortage  advise  the  num¬ 
ber  of  extra  copies  you  will  require.  A  special  20%  discount 
begins  will  orders  for  20  or  more.  Many  canners  order  quan¬ 
tities  imprinted  with  their  compliments.  Imprinting  free 
on  discount  orders.  Don’t  delay.  Write  today. 
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PHILLIPS  CAS  COMPASY 

J^anufdclurers  of  ^acken  Saniiary  Cans 


. .  division  of  ike  . . 

PHILLIPS  PACKING  COMPANY.  Inc. 

'Packen  of  Phillips  Pelicious  Qualitif  CanneJ  ^oot)s 

CAMBRIDGE  •  MARYLAND.  U.S.A. 


You  can 


SAVE  MANY  DOLLARS 


every  day  you  operate 


Indiana  Standard  Pulper. 
This  type  pulper  also  available 
in  Junior  and  Colossal  models 


Indiana  Paddle  Finisher. 
Also  available  in  Colossal 
model.  Improved  Brush  Finish¬ 
er  made  for  spiced  products. 


Instantly  ^ 

Adjustable  ^ 

The  Indiana  E-Z-Adjust  Pulper  affords  the 
new  and  exceedingly  important  advantage 
of  instant  adjustment  to  raw  stock  as  it  runs 
— without  stopping  machine.  Eliminates 
lost  time,  saves  product,  makes  possible  uni¬ 
formly  high  quality. 


9  Indiana  Pulper  and  Finishers — in  several  sizes  and  styles  to  meet 
all  requirements  for  capacity  and  purpose.  Sturdy  and  dependable — 
they  afford  high  capacity  with  high  quality.  Power  cost  lower,  up¬ 
keep  negligable.  In  addition  to  various  production  models  laboratory- 
size  Indiana  Pulpers  and  Finishers  are  available.  Also  pulper -finish¬ 
ers  in  combination.  Ask  about  Float-Ball  Feed  Control  for  Indiana 
Finishers.  Affords  automatic  control.  Eliminates  attendant. 


with  Lang senk amp  equipment 

1.  Langsenkamp  Equipment  supplies  automatic  con¬ 
trol  for  HIGH  QUALITY  as  closely  as  it  is  now  possi¬ 
ble  to  obtain  that  very  desirable  goal.  All  Langsen¬ 
kamp  Equipment  is  built  to  eliminate  every  possible 
hazard  to  high  quality.  2.  Langsenkamp  Equipment 
is  designed  to  obtain  the  greatest  possible  yield  of 
quality  product  from  the  raw  stock.  3.  Langsen¬ 
kamp  Equipment  gives  a  plant  higher  capacity.  4. 
Langsenkamp  Equipment  eliminates  lost  production 
time.  5.  Langsenkamp  Equipment  requires  less  pay¬ 
roll  expense  per  unit  of  production.  6.  Langsenkamp 
Equipment  lasts  longer  and  costs  less  for  upkeep. 

Each  one  of  these  advantages  afforded  by  Langsenkamp  Equipment 
will  save  money  every  day  a  plant  operates.  And  these  are  KNOWN 
POSSIBILITIES— not  guesses.  For  many  years  Langsenkamp  Pro¬ 
duction  Units— for  Pulping,  finishing,  cooking,  extracting,  heating, 
fdling— have  demonstrated  their  higher  efficieney,  greater  capacity  and 
cost -reducing  effectiveness.  Langsenkamp  Units  represent  the  best  pos¬ 
sible  guarantee  of  high  quality  production  at  lower  unit  cost. 

The  complete  Langsenkamp  Line  is  illustrated  and  described  in  a 
NEW  catalog  of  Canning  Equipment — a  most  interesting  book  of  al¬ 
most  100  pages. 

F.  H.  LANGSENKAMP  CO., 

**Ejficiency  in  the  Canning  Plant** 

INDIANAPOLIS,  INDIANA 

Kaatfin  Shore  Itcjrrcspntativc:  A.  K.  ROBINS  &  CO.,  INC.,  BaltimorL'.  Western 
Rei>rescntattvc:  JAMES  Q.  LEAVITT  CO.,  Seattle,  Wash.  Pacific  Coast 
licpresrntatipe :  KING  ENGINEERING  &  SALES  CO..  San  F’rancisco.  Texas 
Rei>resentatire :  A.  H.  VAYO,  Harlinijen,  Texas.  CHISHOLM-RYDER  CO., 
Niagara  Falls,  N.  Y. 
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THE  MARKETS 

IN  LEADING  CANNED  FOODS  CENTERS 


WEEKLY  REVIEW 

Market  Conditions  Mixed — Buying  the  Cheaper  Goods — New 

Packed  Tomatoes — Need  of  Care  in  Selling  Futures — The 
Buyers  Are  Coming  Into  the  Market. 

ONDITIONS  MIXED — Some  say  that  there  has 
been  but  little  trading  in  canned  foods  this  past 
week;  others  that  there  has  been  quite  active 
buying  by  the  chains,  but  of  the  lower-priced  (and 
quality)  goods,  for  the  bargain  sales  they  are  putting 
on  all  over  the  country.  Price  changes  are  few  and 
unimportant. 

The  Government  buying  of  supplies  for  the  Army, 
Navy,  etc.,  including  the  new  purchasing  of  canned 
peas,  is  keeping  the  market  on  an  even  keel  on  most 
items  and  in  quite  good  shape  so  far  as  canned  peas 
are  concerned.  It  is  not  hard  to  find  rumors  that  huge 
blocks  of  canned  foods  of  substandard  quality  are  lay¬ 
ing  around,  but  if  that  be  so  why  do  the  chains  have 
to  work  so  hard  to  get  what  they  want? 

A  main  disturbance  just  now  is  the  presence  of  newly 
packed  canned  tomatoes,  from  the  South,  priced  at 
the  low  of  the  present  market.  To  hear  some  talk  one 
would  think  that  the  southern  supply  possible  would 
take  care  of  all  the  market  demands  for  months  to 
come;  whereas,  in  truth,  the  market  weekly  absorbs 
as  many  canned  tomatoes  as  even  the  optimists  predict 
will  be  packed  in  Florida  this  year. 

Elsewhere  in  this  issue  the  Texas  citrus  canners 
present  their  case,  and  this  item  is  the  livest  among 
canned  foods;  so  it  will  pay  you  to  read  it. 

California  and  the  Pacific  Coast  have  been  hard  hit 
all  winter,  and  this  week  Southern  California  has 
suffered  heavily.  What  these  torrential  rains  and 
freezing  weather  will  do  to  the  ’38  crops  remains  to 
be  seen,  but  the  market  is  so  blaze  that  it  would  not 
believe  anything  reported,  and  will  expect  full  packs 
and  normal  crops  regardless  of  weather  and  fioods. 
But  they  cannot  overlook  the  effect  which  labor  is 
having,  and  will  continue  to  have,  on  the  Coast.  All 
the  industry  knows  that  they  pay  much  higher  wages 
than  anywhere  else  in  the  country — cannery  wages  we 
mean — and  yet  labor  is  not  satisfied  and  have  demanded 
a  25  per  cent  increase  for  this  year.  As  a  result,  and 
coupled  with  the  innate  but  seemingly  unchangeable 
tax  system,  some  canners  have  about  resolved  not  to 
operate.  One  California  spinach  canner  has  so  de¬ 
termined,  and  others  in  other  lines  will  follow. 

For  the  industry  in  general  this  ought  to  be  a  warn¬ 
ing  to  go  very  carefully  about  selling  futures.  There 
is  no  way  to  tell  just  what  the  goods  may  cost  you  by 
the  time  they  are  in  the  cans.  And  do  not  overlook 


the  new  manner  of  thought  about  futures :  that  unless 
canners  are  ready  and  willing  to  readjinst  prices  down¬ 
ward,  to  protect  the  buyers  in  case  of  a  falling  market, 
buyers  will  not  touch  futures.  Despite  all  the  hullabaloo 
about  contract  welching — and  it  is  just  that  when  a 
man  refuses  to  pay  what  he  agreed  to  pay — ^they  are 
now  busy  readjusting  (save  the  mark)  the  old  future 
prices.  Unless  the  canners  do  this,  they  argue  that 
the  buyers  would  be  on  the  spot.  We  expected  such 
action  from  that  letter  to  “Dear  Bill”, — you  read  that 
famous  contract  in  a  recent  issue.  It  may  be  all  right 
for  the  canner  who  carries  a  knockout  punch  because 
of  his  extensively  advertised  brands — where  the  re¬ 
tailers  are  forced  to  handle  the  goods — but  as  we  said 
then,  the  Lord  help  the  small  canner. 

IS  BUYING  DEAD? — We  have  contended  steadily 
that  this  is  not  the  case  in  canned  foods;  that  it  re¬ 
quires  a  heap  of  buying  to  keep  the  shelves  of  the 
country  supplied,  every  week,  and  that  they  are  buying. 
Now  let’s  look  how  it  appears  in  other  lines  of 
industry — and  remember  they  buy  more  food  than  they 
do  shoes  and  stockings  and  whatnot.  We  quote  from 
the  financial  pages: 

“A  pick-up  in  business  is  definitely  due  soon,  according 
to  Isaac  Liberman,  president  of  Arnold  Constable  &  Co., 
who  returned  to  New  York  yesterday  after  an  absence  of 
several  weeks  on  a  trip  through  the  West.  Mr.  Liberman 
visited  many  stores  throughout  the  country  and  declared 
that  his  conversations  with  retailers  led  him  to  believe  that 
‘merchants  generally  are  now  getting  back  into  the  market, 
a  movement  that  will  be  reflected  favorably  in  all  lines  of 
business.’ 

‘During  the  last  few  months  merchants  have  been 
frightened,  expecting  worse  conditions  than  have  eventu¬ 
ated,’  he  declared.  ‘Generally  speaking,  they  have  been  too 
careful  in  their  purchases,  have  underbought.  Now  they 
realize  that  consumers  are  willing  to  purchase  and  conse¬ 
quently  they  themselves  are  returning  to  the  market’.” 

*  *  * 

“BUYERS’  TOTAL  OVER  YEAR  AGO 

Visiting  buyers  registered  in  the  market  during  the  week 
ended  yesterday  numbered  well  over  a  thousand  and  were 
considerably  above  the  preceding  week,  due  to  the  holiday. 
The  total  w’as  also  well  above  the  corresponding  week  a 
year  ago,  according  to  the  listings  in  The  Times.  The 
arrivals  for  the  week  were  1,381,  as  against  586  in  the 
previous  week,  and  1,107  in  the  same  period  last  year.  For 
the  first  time  in  a  year,  last  month  showed  an  increase  over 
the  corresponding  month  a  year  ago.  The  arrivals  for 
February  were  4,677,  which  compared  with  4,123  in  Febru¬ 
ary,  1937,  a  gain  of  13.4  per  cent.” 

^  ^  ^ 

“The  bank  (National  City  Bank  of  New  York)  finds  that 
encouragement  may  be  had  from  the  contrast  between  retail 
figures  and  the  production  levels  of  consumers’  goods  indus¬ 
tries,  which,  it  says,  indicates  that  general  merchandise 
is  moving  into  consumers’  hands  faster  than  it  is  being 
produced.  Department-store  inventories  at  the  end  of 
January,  it  is  stated,  were  4  per  cent  under  a  year  ago.” 
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And  if  you  need  more  stimulant  for  your  backbone, 
read  the  annual  reports  of  the  financial  condition  of 
the  corporations  and  firms  now  appearing  in  the  daily 
press.  They  all  made  greater  profits  in  ’37  than  in 
’36,  which  means  ever! 

• 

NEW  YORK  MARKET 

By  “New  York  Stater” 

Special  Correepondent  of  “The  Canning  Trade" 

Market  Unchanged — More  Interest  By  Buyers — Prices  Now 
And  in  1926 — Florida  Tomatoes  Arrive — Peas  Feel  Influence 
Of  More  Government  Buying — Better  Grades  of  All  Goods 
Being  Neglected — Kraut  Firmer — Citrus  Prices 
Nearer  Together. 

New  York,  March  3,  1938. 

HE  SITUATION — Buyers  are  still  showing  some 
hesitancy  in  stocking  on  canned  foods  generally, 
although  all  indications  would  seem  to  point  to  a 
higher  price  base  before  the  balance  of  1937  packs 
moves  into  distributing  channels.  Peas  were  showing 
more  strength  on  indications  of  a  shortage  of  No.  10s, 
and  announcement  of  additional  pending  Government 
buying  for  relief  purposes.  Tomatoes  quieted  some¬ 
what  with  the  advent  of  new  pack  from  Florida. 
Fruits  were  unchanged,  while  in  the  canned  fish  di¬ 
vision,  sardines  were  still  weak. 

THE  OUTLOOK — Distributors  have  been  showing 
more  interest  in  current  offerings,  and  it  would  not 
be  surprising  to  see  a  moderately  active  demand  de¬ 
velop  by  mid-month.  While  the  former  fear  was  that 
prices  would  not  hold,  the  current  drawback  appears 
to  be  apprehension  that  the  start  of  a  sustained  buying 
movement  will  run  prices  up.  What  a  life  these  canned 
foods  buyers  must  lead! 

PRICES  TOO  LOW  ? — Considerable  interest  is  being 
shown  in  President  Roosevelt’s  efforts  to  lift  price 
levels,  particularly  on  agricultural  products.  A  com¬ 
parison  of  current  quotations  on  a  number  of  lines 
with  those  for  1926,  which  the  Administration  regards 
as  a  year  in  which  commodities  were  “in  balance”, 
develops  some  interesting  contrasts.  This  comparison, 
compiled  by  a  leading  market  authority,  includes  the 
following  items: 


Apricots,  Std.  2i/4s . 

Current 

Price 

$1.45 

1926 

Average 

$2.00 

Md.  Std.  stringless*  cut 
beans,  2s  . 

.65 

1.05 

R.  A.  Cherries,  21/2S  Std... 

2.70 

2.75 

Corn,  Std.  2s . 

.65 

.80 

Grapefruit,  Fla.  2s . 

.95 

2.20 

Kraut,  N.  Y.  2i/4s . 

.80 

.90 

Peaches,  Std.  Y.  C.  2i^s.... 

1.45 

1.80 

Peas,  Std.  4  sv.  Alaska . 

.721/2 

.95 

Pineapple,  2V4s  Std.  SI . 

1.85 

2.10 

Salmon,  Pinks,  1  tall . 

1.20 

1.40 

Sardines,  Me.  keyless.... 

3.00 

3.95 

Tomatoes,  2s . 

.631/2 

.871/2 

Tuna,  Cal.  lite  meat . 

5.25 

5.75 

Certainly,  if  the  Administration’s  drive  succeeds, 
current  canned  foods  prices  are  at  attractive  levels 
indeed,  when  compared  with  the  1926  “yardstick”. 

TOMATOES — With  new  pack  Floridas  coming  on 
the  market,  demand  for  Maryland  packs  has  eased  off. 
The  output  in  Florida  and  the  price  trend  in  that  State, 
it  is  expected,  will  have  a  decided  bearing  on  quota¬ 
tions  on  carryover  tomatoes  out  of  the  Tri-States. 
Florida  canners  are  selling  Is  at  431/4  cents  and  2s  at 
631/4  cents,  f.  o.  b.  dock  Miami  or  Tampa,  which  is 
about  on  a  parity  with  current  laid-down  quotations 
for  Tri-States  tomatoes.  Florida  is  expected  to  pack 
about  600,000  cases  this  season.  Southern  canners 
continue  to  quote  the  market  unchanged  from  last 
week’s  levels. 

PEAS — Announcement  of  continued  FSCC  buying 
has  tended  to  further  stimulate  the  market,  with  721/4 
to  75  cents  bottom  for  full  quality  standards  in  most 
instances.  Fancy  sieves  are  showing  more  strength, 
with  canners  showing  less  willingness  to  meet  buyers’ 
views  involving  concessions.  Stocks  of  10s  are  re¬ 
ported  badly  depleted.  Fancy  4-sieve  sweets  are  now 
firm  at  $5.25  at  canneries,  with  3-sieve  holding  at 
$5.50.  Demand  is  showing  improvement. 

CORN — Some  interest  has  developed  in  New  York 
State  fancy  golden  bantam  this  week,  the  market 
weakening  on  some  selling  pressure  by  packers.  Busi¬ 
ness  has  been  done  at  90  cents,  cannery,  it  is  reported, 
with  85  cents  possible  on  large  blocks.  The  market  in 
the  South  showed  no  change  during  the  week,  inquiry 
for  standards  and  extra  standards  showing  some  im¬ 
provement.  It  is  reported  that  corporate  chains  and 
super-market  groups  have  picked  up  fairly  substantial 
blocks  of  standards  in  recent  weeks,  with  canners’ 
stocks  steadily  working  down. 

KRAUT — The  market  for  New  York  State  pack  has 
firmed  up  considerably  on  the  operations  of  the 
“packers’  pool”,  with  current  unsold  stocks  reported 
down  to  between  250,000  and  300,000  cases.  Offerings 
are  reported  at  65  cents  for  2s,  80  cents  for  2i^s,  and 
$2.60  for  10s,  f.  o.  b.  factories,  although  packers  are 
talking  an  early  advance  in  these  figures. 

SALMON — With  the  Lenten  season  on,  salmon 
stocks  are  moving  in  better  volume,  and  it  is  expected 
that  jobbers  will  be  forced  into  the  market  for  replace¬ 
ment  shipments  from  the  Coast.  Leading  packers 
continue  to  quote  the  market  firm  at  listed  prices,  but 
concessions  are  still  reported  available  on  chums,  pinks, 
and  reds. 

SARDINES — Maine  canners  are  apparently  making 
efforts  to  liquidate  carryover  holdings  before  the  new 
pack  starts  next  month  or  early  in  May,  and  further 
concessions  are  reported.  Quarter  oils  or  mustards 
are  offered  for  prompt  shipment  at  $2.80,  f.  o.  b.  East- 
port,  quotations  holding  unchanged  on  other  grades. 

CITRUS  PRODUCTS— Previously  existing  differ¬ 
entials  between  Florida  and  Texas  packers  have  been 
largely  eliminated  through  advances  in  the  latter  State, 
and  price  reductions  by  Florida  packers.  On  un¬ 
sweetened  juice,  Florida  packers  quote  300s  at  60  cents, 
2s  at  65  cents,  46-ounce  tins  at  $1.75,  while  Texas 
packers  quote  Is  at  50  cents,  2s  at  65  cents,  and  46- 
ounce  at  $1.70.  On  sweetened,  both  Florida  and  Texas 
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are  quoting  671/^  cents  for  2s,  with  Florida  46-ounce 
held  at  $1.80  and  Texas,  $1.75.  Florida  canners  are 
offering  fancy  hearts  at  50  cents  for  300s,  95  cents 
for  2s,  and  $2.80  for  5s.  Orange-grapefruit  juice  is 
quoted  at  65  cents,  80  cents,  and  $2.40  for  these  respec¬ 
tive  sizes,  while  orange  juice  is  held  at  70  cents  for 
300s,  85  cents  for  2s,  and  $2.50  for  5s. 

CHERRIES — Packers  of  red  sour  pitted  cherries 
report  stocks  dwindling,  and  it  is  currently  reported 
that  none  of  the  packers  are  able  to  offer  complete 
assortments.  For  prompt  shipment,  water  pack 
Montmorenceys  are  quoted  at  $1.17l^  for  303s,  $1.30 
for  2s,  and  $6.35  for  10s,  f.  o.  b.  canneries. 

CALIFORNIA  FRUITS — No  price  changes  are  re¬ 
ported  on  California  fruits  this  week,  and  the  market 
continues  rather  routine.  Distributors  are  buying 
fruits  for  Coast  shipment  only  in  limited  volume,  and 
are  showing  a  tendency  to  work  on  close  margins  until 
the  price  trend  on  the  Coast  shows  a  more  definite 
tendency. 

CHICAGO  MARKET 

By  “Illinois” 

Special  Correspondent  of  *‘The  Canning  Traded* 

Late  Freeze  May  Damage  Fruit  Crop — Market  Dull — ^Tomato 
Prices  Firm — Corn  Market  Dragging — Better  Demand  for 

Peas — Routine  Movement  in  Green  and  Wax  Beans — Fruit 
Sales  Disappointing — Canned  Food  Sales  Points. 

Chicago,  Ill.,  March  4,  1938. 

HE  WEATHER — This  month  came  in  like  a  lamb 
throughout  this  section  and  now  the  amateur 
weather  forecasters  are  saying  that  March  will  go 
out  like  a  lion  with  resulting  damage  to  the  coming 
fruit  crops,  especially  as  reports  have  it  the  open 
winter  has  advanced  the  trees  to  the  point  where  a 
late  frost  or  freeze  would  do  considerable  damage. 

THE  MARKET — There  are  no  particular  features. 
Buying  is  rather  cautious  and  spotty.  The  cash  and 
carry  wholesalers  are  still  looking  for  bargains  and 
are  featuring  canned  foods  generally  at  very  low  prices. 
The  chains,  not  to  be  outdone,  are  also  holding  sales 
and  advertising  extensively. 

TOMATOES — No.  2  tin  standard  Indiana  tomatoes 
are  quoted  more  freely  at  65  cents  factory,  with 
occasional  sales  at  66i/^  to  671/^  cents,  delivered 
Chicago. 

No.  21/2  standard  tomatoes  continue  in  call  and  are 
hard  to  find  at  under  90  cents,  factory. 

No.  10  tins  have  been  quiet  of  late,  but  with  many 
State  institutional  and  Government  bids  now  being 
figured  on,  some  seem  to  think  that  the  remaining 
No.  lO’s  in  these  parts  will  be  taken  up  rapidly. 

CORN — The  market  is  dragging.  Midwest  canners 
that  quoted  No.  2  standard  crushed  white  at  621/2 
cents  apparently  have  sold  out  as  the  lowest  now  heard 
of  is  65  cents,  factory.  There  is  little  or  nothing  going 
on  in  other  grades  or  sizes. 


PEAS — A  more  cheerful  tone  is  noted  in  the  market. 
There  is  a  larger  demand  for  the  better  grades  like: 
No.  2  tin  extra  standard  No.  3  Alaskas  at  90  cents  to 
$1.00,  No.  2  tin  extra  standard  No.  2  Alaskas  at  95 
cents  to  $1.05,  and  No.  2  tin  fancy  No.  3  Alaska  at 
$1.15  to  $1.25,  factory. 

Belated  buyers  are  still  looking  for  something  that 
they  can  use  at  a  cost  to  them  of  not  over  75  cents, 
delivered  Chicago,  but  such  lots  are  unobtainable. 

If  the  F.  S.  C.  Corp.  purchases  an  additional  round 
lot,  then  the  pea  situation  as  a  whole  should  be  in  a 
healthy  state. 

GREEN  AND  WAX  BEANS— Routine  movement 
only  is  noted.  No.  2  standard  cut  green  in  Wisconsin 
are  available  at  75  cents,  factory.  Most  of  the  business 
in  this  packing  has  been  going  to  the  East  where 
standards  are  still  available  at  62  Vi  cents  to  65  cents, 
Maryland  and  Pennsylvania  points,  which  makes  the 
goods  cost  delivered  Chicago,  72 Vi  cents  to  75  cents. 

No.  10  tin  good  standard  cut  green  beans  as  well  as 
No.  10  tin  extra  standard  have  been  in  slightly  better 
demand. 

BEETS — As  far  as  Wisconsin  beet  canners  are  con¬ 
cerned,  no  burdensome  stock  is  troubling  them. 
Surplus  seems  to  lie  in  the  East  and  some  canners 
from  New  Jersey,  Delaware  and  New  York  State  are 
pressing  their  surplus  in  Chicago,  which  makes  for 
rather  an  indifferent  market. 

ASPARAGUS  —  California  canners  seem  to  be 
anxious  sellers  these  days.  Business  is  in  small  com¬ 
pass.  Rumors  have  it  that  this  year’s  opening  prices 
on  California  asparagus  will  average  fully  10  per  cent 
or  more,  less  than  last  year’s  opening. 

FRUITS — In  general,  the  volume  is  disappointing. 
Peaches  and  apricots  are  not  moving  into  distributive 
channels.  Everyone  claims  it  is  because  of  the  price 
structure.  That,  however,  is  hardly  applicable  to 
apricots  as  some  very  low  prices  have  been  named, 
particularly  on  No.  1  tall  and  No.  21/2  whole  unpeeled 
’cots.  It  is  reported  that  sales  were  made  of  the 
former  as  low  as  65  cents.  Coast,  and  on  the  latter, 
$1.20,  Coast. 

GRAPEFRUIT  AND  GRAPEFRUIT  JUICE— The 
trade  are  taking  more  kindly  to  Florida  sections. 
Sizable  business  has  been  booked  during  the  past  week 
at  a  price  range  on  No.  2  fancy  sections  of  95  cents 
to  $1.00,  Florida. 

Texas  is  still  the  low  spot  on  juice  with  quotations 
freely  named  from  the  Rio  Grande  Valley  territory  for 
No.  2  fancy  juice,  62V2  cents;  46-oz.  fancy  juice,  $1.60, 
factory.  Texas  canners  will  finish  their  annual  run 
on  grapefruit  juice  in  about  ten  days.  It  is  freely 
predicted  that  this  market  will  advance  to  70  cents  or 
75  cents,  the  Valley. 

Some  distributors  maintain  that  grapefruit  juice 
has  not  moved  as  freely  with  them  as  last  year  on 
account  of  the  low  prices  that  have  prevailed  all  winter 
on  the  fresh  fruit. 

A.  &  P. — Here  is  an  interesting  news  item  as  applied 
to  this  chain  octopus.  It  is  taken  from  that  aggressive 
trade  paper  published  in  St.  Louis-r^The  Interstate 
Merchant : 
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“The  A.  &  P.  opened  its  ‘Warehouse  Food  Mart’  in 
its  warehouse  building  last  week,  in  St.  Louis,  with  a 
blair  of  trumpets.  It  stressed  the  point  that  the  super 
market  of  10,000  square  feet  is  located  in  its  ware¬ 
house,  that  it  saves  trucking  to  stores,  that  people  wait 
on  themselves,  that  it  has  a  low  investment  in  fixtures, 
draws  direct  from  its  warehouse  stock  without  addi¬ 
tional  cost  and  buys  in  carload  quantities  and  ‘passes 
these  savings  on  to  you’. 

An  analysis,  however,  shows  that  a  number  of  these 
claims  are  fictitious  and  without  foundation.  Thus  the 
people  are  being  hoaxed  into  the  belief  that  they  are 
buying  for  much  less  there.  The  public  was  further 
told  ‘imagine  the  savings  in  operation  which  are  made 
possible.  Think  of  what  this  means  in  reduced  prices 
passed  on  to  you’.  A  checkup  of  prices  charged  in  this 
‘Warehouse  Food  Mart’  with  prices  in  stores  with 
fancy  fixtures,  where  trucking  is  necessary  for  many 
miles  in  some  instances,  fails  to  show  any  saving 
whatever.” 

CANNED  FOOD  SALES  POINTS— Educate  your 
customers  to  an  appreciation  of  the  care  that  goes  into 
the  preparation  of  canned  foods.  Ripened  fully  before 
they’re  gathered ;  prepared  and  cooked  to  perfection  by 
men  who  have  made  canning  and  preserving  their 
business  for  years;  sealed  in  the  cans  before  the  air 
can  steal  their  goodness;  more  digestible,  contain  the 
health-giving  vitamins  and  minerals  in  the  maximum 
amounts,  and  best  of  all,  taste  better!  And  point  out 
particularly : 

Fruit  Salad:  No  peeling,  no  bother,  just  open  the 
can  and  serve.  The  most  delicious  combination  of 
fruits  you  ever  tasted. 

Grapefruit  Juice:  Makes  a  tart,  delightful  breakfast 
beverage  and  mixes  well  with  other  juices. 

Pineapple  Spears :  Why  not  see  what  novel  salad  or 
dessert  you  can  make  from  these  unique  slices? 

Tuna:  When  time  and  energy  call  for  a  nourishing 
dinner  that’s  quick  to  prepare  and  serve,  reach  into 
the  pantry  for  a  can  of  tuna. 

Lima  Beans:  The  tiny  beans  at  the  end  of  each 
pod.  Tender  and  flavorful  immature  beans. 

Corn:  Carefully  cut  off  selected  young  and  tender 
ears  packed  in  gold  enamel-lined  tins  to  retain  the 
natural  fresh  corn  flavor. 

Tomato  Puree:  The  handy  little  can  with  hundreds 
of  uses.  For  sauces,  soups,  escalloped  dishes,  macaroni, 
rice  and  spaghetti. 


All  the  latest  data 

FORMULAE  -  COOKING  TIMES 
COOKING  TEMPERATURES 

are  included  in  the  new  6th  (1936)  edition  ol 

“A  Complete  Course  in  Canning” 


Price  $10.00 
order  your  copy  now. 
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SO  S.  Gay  Street 

Baltimore,  Md. 


CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  *‘The  Canning  Trade" 

Labor  Troubles  Hurt  Market — Chain  Taking  Low  Goods  at 
Cheap  Prices — Spinach  to  Cost  More — Sardine  Season  Ends  in 
Disappointment — Tuna  in  Good  Supply — Orange 
Juice  Growing. 

San  Francisco,  March  3,  1938. 

The  MARKET — Trading  in  canned  foods,  which 
has  been  none  too  active  of  late,  received  a  setback 
locally  during  the  week  as  the  result  of  labor 
troubles  which  flared  up  in  Oakland  and  which  have 
since  spread  to  the  parent  city  of  San  Francisco. 
Thirty-seven  wholesale  grocery  warehouses  have  closed, 
more  than  four  hundred  warehousemen  have  been  dis¬ 
charged  and  several  times  this  number  are  out  of  work 
directly  and  indirectly  as  a  result  of  the  trouble. 
Following  the  discharge  of  an  employee  of  an  east-bay 
grocery  chain,  warehousemen  declined  to  fill  the  orders 
of  this  concern  until  the  man  was  reinstated.  Em¬ 
ployers  insist  that  they  retain  the  right  to  discharge 
any  employee  for  cause,  subject  to  the  arbitration 
methods  set  up  in  the  agreement  with  workers,  and 
that  it  is  for  them  to  say  for  whom  orders  shall  be 
filled  and  to  whom  they  will  be  shipped. 

LOW  GRADES  SOUGHT — Canned  fruit  business 
has  leveled  off  after  having  shown  an  increase  for  a 
time.  The  lower  grades  seem  to  be  getting  the  best 
call,  with  chain  groceries  throughout  the  country 
putting  on  spring  drives  and  featuring  lower  prices. 
Minimum  prices  on  some  lines  have  sagged  a  little  of 
late  but  lists  may  be  said  to  be  fairly  well  maintained. 
In  fact,  it  is  quite  evident  that  there  is  less  cutting  of 
prices  than  is  usually  the  case  at  this  time  of  the  year, 
despite  the  large  carryover. 

SPINACH — Opening  prices  on  future  spinach  were 
quoted  recently  by  at  least  one  California  packer,  but 
these  have  been  withdrawn  as  a  result  of  the  damage 
to  the  growing  crop  by  the  heavy  rains  and  floods  of 
early  February.  Packers  in  general  consider  that  these 
prices  are  out  of  line  with  prospective  costs,  which 
some  estimate  at  $1.21  a  case  for  No.  2^)8  in  northern 
and  central  California.  The  list  of  this  packer  follows : 
8-oz.,  50  cents;  picnic,  571/4  cents;  No.  1,  721/4  cents; 
No.  2,  90  cents;  No.  2V4,  $1.05,  and  No.  10,  $3.50. 
Another  packer  has  cancelled  plans  to  operate  on 
spinach  this  season.  He  advises  employees  that  he 
would  have  made  a  pack  as  usual  if  he  felt  that  he 
could  get  his  money  back,  but  that  the  wage  scale  in¬ 
sisted  upon  makes  it  impossible  for  him  to  compete 
with  packers  elsewhere.  Packers  of  high  quality 
spinach  marketed  under  well  known  brands  plan  to 
make  a  pack  of  average  size. 

SARDINES — The  sardine  fishing  season  in  the  San 
Francisco  and  Monterey  areas  is  at  an  end,  with  a 
very  disappointing  catch.  Not  only  was  the  catch 
below  that  of  recent  years,  but  many  of  the  fish  ran  to 
small  sizes  and  were  not  suitable  for  canning.  A 
better  showing  is  being  made  in  the  southern  part  of 
the  State,  where  operations  will  be  under  way  until 
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the  end  of  March.  Fisheries  experts  declare  that  the  I 
industry  is  collapsing  through  failure  of  the  State 
Legislature  to  adopt  regulatory  measures  protecting 
the  specie.  A  similar  fate  is  predicted  for  the  mackerel 
industry  whose  tendencies  parallel  that  of  the  sardine. 

TUNA — Stocks  of  California  canned  tuna  are  ample, 
as  a  result  of  the  extention  of  fishing  operations  to 
grounds  two  thousand  and  three  thousand  miles  away, 
and  to  the  importation  of  canning  stock  from  Japan. 
Despite  the  record  pack,  some  grades  are  getting  in 
short  supply.  Holdings  of  yellowfin  tuna  are  light  in 
some  hands,  with  these  canners  urging  their  trade  to 
scale  down  on  their  orders  on  this  fancy  fish  and  take 
more  striped  tuna  and  other  grades  in  heavy  supply. 

ORANGE  JUICE — The  production  and  sale  of 
orange  juice  is  showing  a  steady  increase,  with  im¬ 
proved  processing  assisting  materially  in  developing  a 
wider  market.  California  pack  juice  is  selling  from 
95  cents  to  $1.05  for  No.  2s. 

GULF  STATES  MARKET 

By  “Bayou” 

Special  Correspondent  of  “The  Canning  Trade" 

The  Mardi  Gras  Season — The  Azalea  Trail — Shrimp  Business 
Very  Quiet — Oysters  Poor  and  Yielding  Light — Prices  Weaken. 

Mobile,  Ala.,  March  3,  1938. 

ARDI  GRAS — We  have  just  passed  through 
the  festivities  of  our  annual  carnival,  called 
Mardi  Gras,  which  is  French,  meaning  “Big 
Tuesday”. 

While  Tuesday  is  the  biggest  day  in  the  whole 
celebration,  yet  the  carnival  festivities  in  Mobile  start 
on  the  Friday  preceding  Ash  Wednesday  and  they  end 
on  Tuesday,  the  eve  of  Ash  Wednesday,  which  is  five- 
days.  In  New  Orleans,  the  carnival  festivities  last 
six  days. 

The  celebration  consists  of  mystic  and  flower 
parades,  dances,  band  concerts  and  a  general  good 
time.  Individual  masking,  grotesque  and  otherwise, 
takes  place  on  Tuesday,  which  is  a  local  holiday ;  busi¬ 
ness  is  suspended  and  everybody  is  out  for  fun  and 
a  good  time,  making  plenty  whoopie. 

This  carnival  has  been  celebrated  in  France  and 
Spain  for  centuries,  which  is  a  custom  of  making  merry 
just  before  doning  the  sackcloth  and  ashes  of  penance 
in  Lent,  therefore,  it  has  a  religious  significance. 

The  early  French  and  Spanish  settlers  in  New 
Orleans  and  Mobile  started  this  annual  carnival  cele¬ 
bration  and  it  has  been  handed  down  from  generation 
to  generation  to  the  present  day. 

The  affair  is  put  on  elaborately  and  draws  visitors 
each  year  from  all  parts  of  the  United  States. 

AZALEA  TRAIL — This  year  the  opening  of  the 
Azalea  Trail  took  place  on  last  Sunday,  which  helped 
to  boost  the  attendance  of  visitors  to  Mobile. 

This  city  is  renowned  for  its  Azaleas,  which  grow 
very  beautiful  here.  The  Azalea  is  an  evergreen 
shrubbery,  which  bears  flowers  very  profusely  at  this 
time  of  the  year  and  of  different  colors,  such  as  w'hite, 
pink,  rose,  purple  and  watermelon  color. 


Economical  Dependable 

Insurance  Protection 


CANNERS  EXCHANGE  SUBSCRIBERS 
WARNER  INTER- INSURANCE  BUREAU 

LANSING  B.  WARNER,  Incorporated 
Chicago 


OVER  THIRTY  YEARS  OF 
SUCCESSFUL  SERVICE  TO 
THE  CANNING  INDUSTRY 


Specialized  Demonstrated 

Service  Efficiency 


WANTED  ...  A  rapidly  growing,  well  financed  food 
company  requires  the  services  of  several  practical  can¬ 
ners  who  have  a  substantial  background  of  experi¬ 
ence  with  all  aspects  of  fruit,  berry  and  vegetable 
growing,  processing  and  grading.  This  is  for  men 
between  35  and  45  years  of  age— now  employed  but 
desirous  of  making  one  more  change  with  opportunity 
of  getting  in  on  ground  floor  looking  forward  to  long 
career. 

Write  full  particulars  about  yourself  .  .  .  age  - 
education  -  experience  -  nationality  -  family  -  present 
work  -  present  salary  and  references,  to  box  B-2284, 
care  of  THE  CANNING  TRADE. 

All  inquiries  received  are  strictly  confidential. 


SAFE  INSECTICIDES 

for 

Controlling  Crop  Pests 

AGICIDE  LABORATORIES 

108  N.  Water  Street  MILWAUKEE,  WIS. 


gEDTT  yiNEP 


SCOTT  IMPROVED  YINERS^YINER  FEEDERS 

founders  of 

HYDRAULIC  CONVEYING  EQUIPMENT 


THE  SCDTT  VINER  CO.  COLUMBUS, □ 
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The  bushes  will  grow  to  a  heighth  of  from  six  to 
eight  feet  and  they  have  a  spread  of  from  eight  to 
twelve  feet  in  diameter. 

A  check  up  of  the  automobiles  that  took  part  in  the 
parade  of  the  Azalea  Trail  last  Sunday  shows  that 
there  were  license  tags  of  every  State  in  the  Union, 
which  demonstrates  the  popularity  of  the  Azalea  Trail. 

SHRIMP — The  shrimp  situation  is  unchanged  as  far 
as  production  is  concerned.  Very  scarce  and  little 
hopes  of  the  supply  increasing. 

A  few  large  shrimp  were  caught  in  the  Gulf,  but 
the  majority  of  shrimp  in  the  bay  are  small  and 
medium. 

No  shrimp  canning  was  done  in  this  section  the  past 
week. 

The  price  of  canned  shrimp  is  $1.30  per  dozen  for 
small;  $1.35  for  medium,  and  $1.45  for  large,  f.  o.  b. 
factory. 

OYSTERS — The  oyster  pack  in  this  section  is 
moving  fairly  well,  about  as  well  as  can  be  expected, 
due  to  the  fact  that  oysters  on  the  Alabama  reefs  are 
scarce  and  the  ones  on  the  Louisiana  reefs  are  not 
yielding  so  well,  which  runs  the  cost  of  them  pretty 
high. 

Oysters  in  Louisiana  that  should  be  yielding  22  and 
24  cans  to  the  barrel  are  only  yielding  16  and  18  cans. 

The  weather  is  ideal  for  the  canning  of  oysters,  be¬ 
cause  it  is  cold,  fair  and  clear. 

Fresh  oysters  are  selling  very  well  during  this  cold 
snap. 

Very  little  movement  of  canned  oysters  is  going  on 
at  present,  because  the  canneries  have  supplied  the 
trade  for  their  Lent  requirements  and  the  sale  of 
canned  oysters  is  usually  light  until  the  Fall  of  the 
year. 

Cheap  quotations  on  oysters  have  been  reported,  but 
90  cents  for  four  ounce;  95  cents  for  five  ounce;  $1.80 
for  eight  ounce,  and  $1.90  for  ten  ounce  is  about  the 
lowest  at  which  the  bulk  sales  have  been  made. 

• 

CRAMS  OF  INTEREST 

(Continued  from  page  14) 

RICHARD  E.  RAY,  who  for  the  past  five  years  has 
served  the  National  Food  Brokers  Association  as  assist¬ 
ant  to  Secretary  Fishback,  has  resigned  this  position, 
effective  February  28th,  and  will  establish  the  Ray 
Brokerage  Company  at  Indianapolis.  His  experience 
with  the  Association  and  food  brokers  and  his  observa¬ 
tion  of  the  developments  in  the  business  during  the 
past  five  years  has  prompted  this  move. 


PRESTON  MCKINNEY,  vice-president  and  secretary  of 
the  Canners  League  of  California,  has  been  reappointed 
a  member  of  the  California  State  Agricultural  Prorate 
Commission. 


ROY  L.  PRATT,  vice-president  and  sales  manager  of 
the  California  Packing  Corporation,  San  Francisco,  has 
returned  from  an  extended  business  trip  to  the  East. 

• 

ALBERT  HORNER,  well-known  packer  of  Hawaiian 
pineapple,  and  manager  of  the  Hawaiian  Canneries 
Company,  is  making  a  trip  to  Indo  China. 

MARJORIE  H.  BLACK  of  the  Home  Economic  Depart¬ 
ment  of  the  National  Canners  Association,  will  speak 
over  Station  WHA  in  Madison,  Wisconsin,  on  Monday, 
March  14th,  at  10:30  A.  M.  on  the  subject  of  canned 
foods.  In  the  afternoon  Miss  Black  will  speak  before 
a  University  Home  Economics  Class  and  in  the  evening 
before  a  group  consisting  of  the  University  Home 
Economics  Club,  the  Madison  Home  Economics  Club 
and  the  Home  Economics  Teachers  in  the  Madison 
public  schools,  this  as  a  part  of  the  broad  public  rela¬ 
tions  program  undertaken  this  year  by  the  National 
Canners  Association.  The  cooperation  of  all  canners 
should  be  behind  the  association’s  efforts  in  this  move. 


FRANCIS  c.  STOKES  &  COMPANY,  Vincentown,  New 
Jersey,  held  an  all-day  meeting  with  their  farmers  at 
their  plant  on  March  1st  at  which  six  New  Jersey 
Agricultural  officials  reviewed  the  latest  tomato  grow¬ 
ing  practices.  The  company  has  contracted  for  750 
acres  of  tomatoes  of  Master  Marglobe  and  Stokesdale 
varieties,  which  are  the  firms  most  important  varieties 
of  seed,  and  are  in  heavy  demand. 


Books  You 

Need  To  Round  Oui 

Your  Business  Library 

A  COMPLETE  COURSE  IN  CANNING— The  industry’s 
Cook  Book,  Completely  revised  1936.  The  Sixth  Edition. 
360  pages  of  proven  procedure  and  formulae  -  used 
throughout  the  industry  for  correct  times,  temperature 
and  right  procedure.  Price  $10.00. 

THE  ALMANAC  OF  THE  CANNING  INDUSTRY— The 

annual  compedium  of  the  industry’s  important  reference 
data,  food  laws,  pack  statistics,  prices,  grade  specifica¬ 
tions,  cut-out  weights,  label  requiremets'and  other  neces¬ 
sary  references.  Price  $1.00. 

THE  CANNING  CLAN — Earl  Chapin  May  presents  a  vi¬ 
vid  interpretion  of  the  canning  industry ’s  history,  reveal¬ 
ing  achievements  of  the  many  pioneers  whose  triumphs 
over  innumerable  difficulties  are  responsible  for  our 
great  American  Canning  Industry.  487 pages.  Price  $3.00. 

APPERTIZING  or  the  Art  of  Canning— A.  W.  Sitting’s 
exhaustive  treatise  covering  the  entire  field  of  canning, 
brings  together  a  vast  amount  of  reference  material  on 
food  manufacture  for  the  information  of  factory  owners, 
managers,  superintendents  and  students  of  the  art. 

857  pages.  Price  $7.00 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 

Canned  Vegetables 


CANNED  VEGETABLES— Continued 


Eastern 
Low  High 


ASPARAGUS 

White  Colossal.  No.  ....... 

Large,  No.  2%................. -  - 

Medium,  No.  2% . .  . 

Green  Mam.,  No.  2  ro.  cans . 

Medium.  No.  1  talL . 

Large.  No.  2 . .  . 

Tips,  White,  Mam.  No.  1  sq . 

Small,  No.  1  sq . 

Green  Mam.,  No.  1  sq . . . 

Small,  No.  1  sq . . . 

Green  Tips,  60/80,  2s . 2.10 

Green  Tips,  36/60,  28 .  2.60 

Green  Cuts  and  Tips,  2s .  1.80 

Green  Cuts  and  Tips,  10b...._..  8.26 

Green  Cuts,  2s .  1.16 


BAKED  BEANS 

16  oz . 

No.  2%  . . 

No.  10  . 


STRINGLESS  BEANS 
Fancy  Cut  Green,  No.  2........„. 

No.  10  . . . . 

Ex.  Std.  Cut  Green.  No.  2 . 

No.  10  . . 

Std.  Cut  Green,  No.  2 . 

No.  10  . . 

Fancy  Whole  Green,  No.  2....... 

No.  10  . . 

Ex.  Std.  Whole  Green,  No.  2... 

No.  10  . . 

Fancy  Cut  Wax,  No.  2............. 

No.  10  . 

Ex.  Std.  Cut  Wax,  No.  2 . 

No.  10  . . 

Std.  Cut  Wax,  No.  2 . 

No.  10  . 

Fancy  Whole  Wax,  No.  2 . 

Ex.  Std.  Whoie  Wax,  No.  2..... 

No.  10  . 

Std.  Whole  Wax,  No,  2 — . 

No.  10  . 

Red  Kidney,  Std.,  No.  2 . 

No.  10  . . 

LIMA  BEANS 

No.  2  Tiny  Green . . . 

No.  10  . . — 

No.  2  Fancy  Small  Green.. 

No.  2  Medium  Green . 

No.  10  . . 

No.  2  Green  &  White. . 

No.  10  . . 

No.  2  Fresh  White . 

No.  10  . . . 

No.  2  Soaked . 


.46 

.76 

3.00 


.90 

6.00 

.70 

3.35 

.621/ 

3.15 

1.25 


.60 

3.26 


1.60 


BESTS 

Whole,  No.  2 . 

No.  2%  _ _ _ 

No.  10  . . . 

Std.  Cut,  No.  2 . 

No.  2%  — . . 

No.  10  — . . 

Ex.  Std.  Cut,  Na  2^.. 

No,  2%  — . 

No.  10  . . 

Std.  Sliced,  No.  2 _ 

No.  2%  _ 

No.  10  . . 

Ex.  Std.  Sliced,  No.  2.. 
No.  10  . . 


CARROTS 

Std.  Sliced.  No.  2... 

No.  10  . . 

Std.  Diced,  No.  2..... 
No.  10  . . . 


PEAS  AND  CARROTS 


Central 
Low  High 


.62%  .66 
3.00  3.26 


1.32% 

1.26 

1.30 

i.oo 

.92%  1.00 

5.76 

.80 

.90 

.96 

4.60 

.67% 

.60 

.66 

.76 

.90 

1.20 

1.00 

.96 

3.26 

. 

3.76 

4.60 

.66 

.66 

.70 

.90 

3.00 

2.76 

3.25 

. 

.70 

.76 

.75 

.80 

3.00 

3.26 

.76 

3.76 

.70 

.76 

3.26 

3.60 

.76 

.72% 

.76 

3.60 

4.26 

_ _ 

.60 

.76 

.65 

.70 

3.00 

3.76 

2.76 

8.00 

.70 

.70 

1.10 

.90 

1.10 

1.20 

1.26 

1.80 

1.85 

1.90 

8.25 

1.16 

.65 

.47% 

.62% 

1.00 

.80 

.85 

4.26 

2.75 

3.00 

1.06 

1.10 

1.20 

1.20 

. 

6.00 

.86 

.85 

.90 

.90 

4.26 

4.60 

4.76 

.70 

.75 

.80 

.80 

3.35 

3.75 

4.25 

1.46 

1.76 

1.40 

1.16 

1.25 

1.00 

"Ti 

1.05 

4.76 

6.00 

.90 

1.00 

6.50 

4.60 

4.76 

.95 


.86 

1.10 

3.36 

.96 

3.60 


.90 


Eastern 


Central 


West  Coast 

No.  10  . 

Ex.  Std.  No. 

Low 

High 

No.  10  . 

2.96 

8.06 

Std.  No.  2 . 

CORN — Creami 

8.06 

8.16 

2.96 

8.06 

Yellow,  Fancy 

2.76 

2.86 

No.  10  . 

Ex.  Std.  No. 

2.76 

2!86 

No.  10  . 

2.86 

2.95 

Std.  No.  2... 

2.76 

2.86 

No.  10  . 

2.67%  2.75 

White,  Fancy 

2.60 

2.60 

No.  10  . 

CORN — Wholegrain 

Yellow,  Fancy  No.  2 . - 

No.  10  .  6 

Elx.  Std.  No.  2 . 

No.  10  . . . 

Std.  No.  2 . 

No.  10  . . . . 

White.  Ex.  Std.  No.  2 _ 

No.  10  . . 

Std.  No.  2 . . 

No.  10  . . . 

Shoepeg,  Fancy  No.  2..„ . 


80 


76 

60 

67% 


72% 

76 

65 


.87% 


.75 


.75 


.90 

4.50 


Ex.  Std.  No.  2 . 70 

No.  10  .  4.25 

Std.  No.  2...._ . 66 

No.  10  .  4.00 

HOMINY 


Std.  Split,  No.  1,  Tall..... 

No.  2%  . 

No.  10  . . 


.80 

4.25 

.72% 


.75 


MIXED  VEGETABLES 

Fey.,  No.  2 . 80 

No.  10  . .  4.00 

Std.,  No.  2 . 55 

No.  10  .  3.00 

PEAS 

No.  2  Fancy  Sweets,  28.„......„.. 

No.  2  Fancy  Sweets,  3s.............. 

No.  2  Fancy  Sweets,  48 . . 

No.  2  Fancy  Sweets,  6s . 

No.  2  Ex.  Std.  Sweets,  2s . 

No.  2  Ehc.  Std.  Sweets,  3s........ 

No.  2  Ex.  Std.  Sweets,  4s......„ 

No.  2  Ex.  Std.  Sweets,  68 . 

No.  2  Std.  Sweets,  2s . . 

No.  10  Std.  Sweets,  2s........ . 

No.  2  Std.  Sweets,  38 . 

No.  10  Std.  Sweets,  3s . 

No.  2  Std.  Sweets,  4s . 

No.  10  Std.  Sweets,  4s . 

No.  2  Std.  Sweets,  6s . 

No.  10  Std.  Sweets,  53....__ . 

No.  2  Fey.  Alaska,  Is . 

No.  2  Fey.  Alaskas,  28 . 

No.  2  Fey,  Alaskas,  3s . 

No.  2  Ex.  Std.  Alaskas,  Is . 

No.  2  Elx.  Std.  Alaskas,  28 . 

No.  2  Elx.  Std.  Alaskas,  3s . 

No.  10  Ex.  Std.  Alaskas,  38...._ 

No.  2  Ex.  Std.  Alaskas,  48........ 

No.  2  Ehc.  Std.  Alaskas,  6s........ 

No.  2  Std.  Alaskas,  3b . . 

No.  10  Std.  Alaskas,  3s . . 

No.  2  Std.  Alaskas,  4s . . 

No.  10  Std.  Alaskas,  4a... . «... 

No.  2  Std.  Alaskas,  6s__ . - 

No.  10  Std.  Alaskas.  68...._........ 

No.  2  Ungraded . . . . 

Soaked,  28  . . . . 

lOs  . . 

Blackeye,  2s,  Soaked.... _ 

lOs  . . . 


PUMPKIN 

Fancy,  No.  2.. 

No.  2% . 

No.  3  . 

No.  10  _ 


.86 

4.60 


SAUER  KRAUT 

Fancy,  No.  2 . . 

No.  2%  . . 

No.  3  _ 

No.  10  . . 


SPINACH 

No.  2  . 

No.  2% 
No.  10  .. 


High 

Low 

High 

1.05 

.90 

1.00 

6.00 

6.50 

6.76 

1.00 

.85 

.90 

2  "Ts 

1.00 

******* 

******* 

.86 

4.76 

.75 

4.60 

.70 


.80 


.65 

4.00 


.96 

6.00 

.80 


.80 

4.50 


1.30 


SUCCOTASH 

Std.  No.  2,  Gr.  Com,  Dr.  Limas. 
Std.  No.  2,  Gr.  Com,  Fr.  Limas. 
Triple,  No.  2 _ _ 


.62%  .70 
3.75  4.00 


.60 

1.90 


.70 

2.35 


West  Coast 
Low  High 


1.80 

1.60 

1.86 

1.46 

1.15 

1.36 

1.26 

1.40 

1.10 

1.26 

1.16 

1.80 

1.00 

1.16 

1.06 

1.26 

1.10 

1.25 

1.20 

1.80 

.96 

1.10 

1.10 

1.16 

.90 

1.10 

1.00 

1.06 

.85 

1.00 

1.00 

1.06 

1.16  . 

.90 

1.10 

6.60 

6.76 

. 

... 

.96  . 

.80 

1.00 

1.10 

1.16 

6.00 

6.26 

6.00 

6.26 

.90  . 

.85 

1.00 

.90 

1.00 

4.26 

4.76 

4.76 

6.00 

.80  . 

.76 

.90 

.90 

.95 

4.26 

4.76 

4.26 

4.60 

1.86 

1.60 

1.40 

1.60 

1.26 

1.60 

1.80 

1.46 

1.16 

1.30 

1.20 

1.30 

1.10 

1.26 

1.26 

1.80 

.90  1.10 

1.00 

1.25 

1.20 

1.30 

.85  1.05 

.90 

1.05 

1.10 

1.20 

4.76  . 

4.76 

6.60 

r-ir-i 

.85 

.90 

1.05 

i.ifli 

.90  . 

1.00 

1.06 

.72%  . 

.76 

.90 

.90 

1.00 

3.75  . 

4.00 

4.50 

4.50 

4.76 

.72%  .75 

.77% 

.80 

.85 

.90 

3.75  4.00 

3.50 

4.00 

4.25 

4.50 

.76 

.77% 

.80 

.90 

•  •••MS 

4.00 

4.60 

.66  .70 

.90 

.95 

.42%  .60 

.66 

.60 

.67% 

.60 

2.16  2.76 

8.60 

.67%  .70 

2.70  3.60 

.60 

.70 

.60 

.70 

.80  . 

.70 

.76 

.76 

.86 

2.76  . 

2.76 

3.26 

iiio 

.65  .77% 

.65 

.72% 

.80 

.80  .95 

.80 

.87% 

.95 

2.60  3.10 

2.76 

2.85 

3.15 

.70  .86 

.55 

.65 

.90 

1.12^ 

.96  1.00 

.80 

.86 

1.05 

1.40 

3.15  3.40 

2.60 

3.00 

3.60 

4.36 

.80  . 

1.06  - 

.,„TTf 

.90  - 
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Eastern 


Central 


SWEET  POTATOES 
Std..  No.  2  Dry  Pack . . 


No.  3 


Std.,  No.  2,  Syrup  Pack... 

No.  2%  . — . . 

No.  8  . 

No.  10  . . 

TOMATOES 

Fancy.  No,  2 . . . — — 

No.  2%  _ 

No!  10 


Ex.  Std.,  No.  l.........._..~,.,„ 

No.  2  . . 

No.  2%  . - . . 

No.  8  . - . — . 

No.  10  . . .  3.36 


Std..  No.  1 . 

No.  2  . 

No.  2%  . 


TOMATO  PUREE 

Std..  No.  1,  Who.  St.  1.04 . 


Std..  No.  1.  Trim  1.086 . 

No.  10  .  3.00 

TOMATO  JUICE 

No.  1  . 

No.  2^ . — . 

TURNIP  GREENS 


No.  2y% 
No.  10  . 


Low  High 

Low 

High 

.70 

.70 

.82% 

.87% 

2.76 

3.00 

.76 

.97% 

1.00 

— 

3.25 

8.60 

1.00 

1.05 

1.26 

1.35 

.60 

.66 

.72% 

.76 

.76 

.80 

1.05 

1.25 

1.00 

1.10 

1.16 

1.20 

■Mil 

3.35 

3.60 

3.40 

3.60 

.42% 

.50 

.60 

.63% 

.70 

.65 

.70 

.95 

1.00 

.90 

.95 

1.07% 

1.15 

3.10 

3.25 

3.25 

.42% 

.37% 

.50 

3.25 

2.50 

3.50 

.40 

3.00 

.40 

.45 

.45 

.50 

.65 

.70 

.70 

.76 

2.50 

3.00 

3.00 

3.25 

.76 

.66 

.671 

1.00 

1.00 

.85 

.90 

3.76 

3.76 

2.90 

3.00 

West  Coast 
Low  High 


CANNED  FRUITS— ConUnnad 


Solid  Pack 

1.00  1.06 


1.20 

4!‘o6 


1.37  Vi 
‘4.26 


Canned  Fruits 


APPLES 


No.  io,  standard  heavy  pack.... 

2.60 

2.76 

2.90 

3.15 

APPLE  SAUCE 

No.  2  Fancy™. . . . 

.60 

2.90 

.70 

3.25 

.55 

2.76 

APRICOTS 

No.  2%.  Fancy. — . . 

No.  2%,  Choice.......™..... 

No.  2%,  Std - - - 

GRAPEFRUIT 


3.00  3.60 


8  os.  . . . 

No.  2  . . . . . 

No.  6  . — .  2.80 

GRAPEFRUIT  JUICE 

8  os.  . 44 

No.  1  . — . . -54 

No.  800  . 60 

No.  2  . - . 65 

No.  6  . 2.00 

PEARS 

Keifer,  Std.,  No.  2% . 1.36 

No.  10  . -  . 

Choice,  No.  2% . . . 

No.  10  . — 

Bartlett,  Fancy,  No.  2%.. .  1.85 

Choice,  No.  2% . ......™...~  1.70 

Std.,  No.  2% . 

No.  10,  Water . . . 

No.  10,  Syrup . — .  6.26 

No.  10  Pie.  S.  P . 

PEACHES 

Fey.,  y.  C.,  No.  2%... . -  . 

Choice,  No.  2% . 

Std.,  No.  2% . .  . 

Ex.  Std.,  Slic.  Yel.,  No.  1  Tails  . 

Seconds,  Yel.,  No.  2^i  . 

No.  10,  Fancy . 

Feel^,  No.  10,  Solid  Pack . 

PINEAPPLE 

Hawaiian,  Slic.,  Fancy,  No.  2 . 

No.  2%  .  . 

Std..  No.  2 . . . 

No.  2%  . 

Sliced,  Standard,  No.  10 . . . 

Shredded,  Syrup,  No.  10 . 

Crushed,  Ex.  Std.,  No.  10 .  _..... 


PINEAPPLE  JUICE 

Buffet  . 

No.  211  . 

No.  2 . . . 

No.  2%  . . 

46  os . 

No.  10  _ _ _ 


Florida 
.60 
.95 


Texas 


1.90  2.00 

1.66  1.85 

1.46  1.66 

California 


1.86 

1.90 

1.66 

1.76 

1.60 

1.66 

4.00 

6.76 

6.00 

3.15 

3.50 

1.70 

1.80 

1.66 

1.66 

1.45 

1.60 

1.02% 

1.20 

1.35 

5.80 

6.26 

— 

1.70 

2.00 

1.45 

1.60 

1.86 

6.86 

.60 

.82% 

1.20 

1.66 

. 

2.76 

.  . 

6.60 

Eastern 
Low  High 


Central 
Low  High 


West  Coast 
Low  High 


FRUITS  FOR  SALAD 

Fey.,  No.  2% _ 

No.  10 . . . 


BLACKBERRIES 

Std.,  No.  t _ 

No.  8 _ 

No.  10,  wat4V..„..™.„.„ 
No.  2,  Preserred™..™..... 
No.  2,  Syrup . . . . 

BLUEBERRIES 


No.  2  . 
No.  10 


1.65 

6.76 


1.85 

7.00 


2.76  2.85 

With  puree 

.60  .65 

.671/^  .75 

.82  Vi  .8714 


CHERRIES 

Std.,  Red,  Water,  No.  2 . 

Std.,  White,  Syrup,  No.  2.... 
Ex.  Std.,  Preserved,  No.  2.. 


2.75 

2.85 

Red  Sour  Pitted,  No.  10 . 

R.  A.,  Fey.,  No.  2% . 

Choice,  No.  2% . . 

Std.,  No.  2% . . 

3.36 

3.40 

2.86 

8.00 

GOOSEBERRIES 

Std.,  No.  2 . . 

No.  10  . 

.47% 

.5714 

.65 

.75 

RASPBERRIES 

2.75 

3.00 

Black,  Water,  No.  2 . 

Red,  Water,  No.  2., 
No.  10  . 


1.25 

6.00 


1.35 

6.60 


2.50 

8.50 


2.60 

8.76 


1.60 

6.76 


3.00  3.25 

2.85  3.10 

.  2.70 


1.70 

8.00 


Red,  Syrup,  No.  2.. 
STRAWBERRIES 


1.45 

1.60 

.  2.16 

7.26 

7.60 

7.00 

7.60 

.  9.00 

.  2.16 

7.26 

7.60 

.  9.00 

1.76 

1.60 

1.60 

.  2.65 

Elx.  Pres.,  No.  1 . 

No.  2  . . 

Pres.,  No.  1 . 

No.  2  . . . 

Std.,  Water,  No.  10.. 


Canned  Fish 


HERRING  ROE 


No.  2. 


LOBSTER 
Flats.  1  lb.. 
%  lb . 


1.05 

1.05 

i.26 

%  lb.  ... 

2.90 

3.10 

3.60 

OYSTERS 

.45 

.37 

.44% 

Std.,  4  oz.. 

6  oz . 

8  oz.  . 

10  oz.  ... 
Selects,  6 

.55 

.48 

.60 

.65 

.55 

.60 

.62% 

.65 

.67% 

.62% 

.72% 

.76 

.85 

1.90 

2.12% 

2.32% 

2.40 

1.60 

1.50 

1.35 

1.75 

2.00 

2.00 

6.50 

6.60 

3.26 

3.25 

3.00  . 

1.96 

1.95 

Southern 

.95 

1.05 

.90  . 

1.00 

1.10 

.96  . 

1.90 

2.10 

1.80  . 

2.00 

2.20 

1.90  . 

SALMON 

Red  Alaskas,  Tall,  No.  1. 

Flat,  No.  % . 

Cohoes,  Tall,  No.  1 . 

]nat.  No.  1 . 

No.  %  . . 

Pink.  Tall.  No.  1 . 

Flat.  No.  % . . 

Sockeye  Flat,  No.  1 . 

No.  %  . . 

Chums,  Tall,  No.  1 . . 

Medium,  Red,  Tall . 


SHRIMP 


No.  1,  Small . 1.40 

No.  1.  Medium . 1.45 

No.  1,  Large . 1.50 

SARDINES  (Domestic),  Per  Case 

%  Oil,  Key . 3.35 

^  Oil,  Keyless . 2.80 

Oil,  Tomato,  Carton™. . 

y^  Oil,  Carton . 3.60 

%  Mustard,  Keyless . . .  2.70 

Calif.  Oval  No.  1,  24’s...... . 

Calif.  Oval  No.  1,  48’s . 

TUNA  FISH.  Per  Case 

Fey.,  Yel.,  Is,  24*8 . 

Fey.,  Yel.,  Is,  48’b . . . .  . 

...._ . 

V48  . 

Light  Meat,  Is . . . 

>48  . . . 

. . 


2.90 

3!7C 


1.15 

1.50 


1.25 

1.75 


2.40 

1.65 

2.20 


2.50 

1.70 


1.16 

.85 

3.50 

2.10 

1.10 

1.80 


1.26 


1.20 

2.20 


Southern 
1.30  1.36 

1.35  1.40 

1.45  1.50 


1.65 

3.26 


1.70 

3.30 


.  6.70 

11.00  11.46 


6.00 

4.00 


6.30 

4.15 


10.00  10.65 
5.26  6.76 

8.76  8.96 
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WANTED  and  FOR  SALE 

This  is  a  page  that  must  be  read  each  week  to  he  appreciated.  You  are  unlikely  to  be  interested  every  week  in  what 
is  offered  here,  hut  it  is  possible  you  will  be  a  dozen  times  in  the  year.  If  you  fail  to  see  and  accept, 
your  opportunity  and  money  are  lost.  Rates  upon  application. 


FOR  SALE  — MACHINERY 

FOR  SALE — Copper  and  Aluminum  Cooking  Kettles;  Retorts; 
Labelers;  Fillers;  Filters  and  Filter  Presses;  Tanks;  Pumps; 
Mixers;  Hydraulic  Presses,  etc.  Send  for  complete  bulletin. 
What  have  you  for  sale?  We  buy  for  cash.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York,  N.  Y. 

SEWAGE  OR  DISPOSAL  PLANTS— State  laws  require 
proper  disposal  of  sewage,  such  as  tomato  skins,  pea,  corn  and 
other  wastage.  We  have  what  you  want — write  us.  A.  K. 
Robins  &  Co.,  Inc.,  Baltimore,  Md.  Manufacturers  of  Canning 
Machinery. 

FOR  SALE— Ayars  Pea  Filler,  Clipper  Cleaners,  Monitor 
Shaker  Grader,  1  No.  6  Peerless  Rotary  Exhauster,  Bucket 
Corn  Conveyor,  Sprague  Silker  and  Cleaner,  Rod  Washer,  Peer¬ 
less  Huskers,  Peerless  Whole  Grain  Cutters,  Automatic  Can 
Conveyor,  Husk  and  Corn  Conveyor,  150  H.  P.  Economic  Type 
Boiler,  and  54-in.  Roberts  Stone  Water  Filter.  William  T. 
Howeth,  Lewes,  Del. 

FOR  SALE — Apple  Sauce  Canning  Equipment,  Paring 
Machines,  Cookers,  Washers,  Fillers,  various  Conveying  equip¬ 
ment,  etc.  In  good  condition.  The  Quaker  Maid  Co.,  Inc., 
Brockport,  N.  Y. 

FOR  SALE — 6  Tuc  Huskers,  good  condition;  2  Berlin  Double 
Batch  Mixers;  2  Berlin  Blending  Tanks;  the  Blending  Tanks 
and  Double  Batch  Mixers  were  used  one  season.  2  Berlin  Rotary 
Sanitary  Pumps  used  only  one  week.  All  Berlin  machinery  for 
sale  at  a  bargain.  Roxanna  Canning  Co.,  Waynesville,  Ohio. 

FOR  SALE — 1  No.  2  Peerless  Rotary  Exhauster;  1  No.  2  or 
No.  10  Hawkins  Universal  Exhauster;  3  Retorts  39%"x69%", 
(inside  measurements) ;  4  Rebuilt  Tuc  Huskers;  1  Monitor  Pea 
Washer;  8  Left-hand  Sprague  No.  5  Cream  Style  Corn  Cutters. 
Address  Box  A-2281  c/o  The  Canning  Trade. 

FOR  SALE — Scales.  Motor  Truck,  Warehouse,  Dump,  Tank 
and  Hopper.  New  and  used.  Bargains.  All  capacities.  Guar¬ 
anteed  accuracy  and  durability.  Shipped  on  30-day  free  trial. 
Bonded  Scale  Co.,  Dept.  CT,  Columbus,  Ohio. 

FOR  SALE — One  Standard  Knapp  Labeling  Machine,  spring 
belt  feed,  in  good  condition.  Can  be  bought  on  trial  at  our  plant. 
Pappas  Bros.  &  Gillies  Co.,  Cologne  Ave.,  Egg  Harbor,  N.  J. 

FOR  SALE — 1  Ayars  Exhauster  for  all  size  cans  including 
No.  10s;  1  Zastrow  Hydraulic  Crane;  1  75  H.P.  Self  contained 
Engine;  all  in  first  class  condition.  Addi'ess  Box  A-2285  c/o 
The  Canning  Trade. 

WANTED  — MACHINERY 

WANTED — Two  No.  3  sieve  and  two  No.  5  sieve  Chisholm- 
Ryder  Stringless  Bean  Pre-Graders  in  good  condition.  John  H. 
Dulany  &  Son,  Fruitland,  Md. 

WANTED — Complete  line  used  machinery  and  equipment  for 
tomatoes,  puree  and  juice  for  Central  West.  Apte  Brothers 
Canning  Co.,  Box  288,  Miami,  Fla. 


FOR  SALE  — SEED 

FOR  SALE — 1,000  bushels  Laxton  pea  seed.  1937  crop. 
Grown  by  a  reputable  seed  company.  8%  cents  per  pound. 
Address  Box  A-2287  c/o  The  Canning  Trade. 

FOR  SALE — Seed.  Open  pollinated  Country  Gentlemen 
Sweet  Corn  Seed  and  Marshall  Canning  Company  selected  strain 
of  Evergreen  Sweet  Corn  Seed.  Both  lots  of  high  germination 
and  uniformly  graded.  Advise  amount  wanted  and  will  quote 
prices  on  request.  Marshall  Canning  Co.,  Marshalltown,  Iowa. 

FOR  SALE — Mary  Washington  Asparagus  Roots;  large, 
strong,  one  year  crowns,  ideal  for  commercial  plantings. 
Write  for  sample  and  price.  Geo.  R.  Pedrick  &  Sons,  Pedrick- 
town,  N.  J. 

FOR  SALE  — FACTORIES 

FOR  SALE — Preserve  and  Pickle  plant,  in  continuous  opera¬ 
tion  since  1868.  Well  equipped,  light  and  conveniently  located. 
The  W.  M.  Spencer  Sons  Co.,  Cincinnati,  Ohio. 

FOR  SALE — Fully  equipped  Canning  Factory  located  at 
Centreville,  Maryland,  Queen  Anne  County.  Two  story  frame 
building  75x150  feet,  first  floor  cement  construction.  Railroad 
siding.  Separate  boiler  building,  with  one  Erie  horizontal  Boiler 
250  H.  P.  practically  new  and  two  International  Boilers  of  125 
H.  P.  each,  both  in  fine  condition.  Two  Copper  Vacuum  Pans 
heavily  constructed,  one  1000  gallons  capacity,  one  650  gallons. 
One  Indiana  and  one  Sprague  Tomato  Pulper.  Two  Scalders. 
Two  Rotary  Washers.  Processing  Kettles.  Exhaust  Box.  75 
H.  P.  Steam  Engine.  Six  inch  free  running  well.  Electric 
Motors,  Water  Pumps,  etc.  Will  sell  vacuum  pans  separately. 
Scaramelli  &  Co.,  Inc.,  192  Franklin  St.,  New  York  City. 

FOR  SALE — Mr.  Canner,  do  you  want  a  perfect  location: 
The  Heart  of  Maine  Packing  Company,  located  at  South  Mon¬ 
mouth,  Maine,  is  for  sale.  Write  to  the  Heart  of  Maine  Packing 
Company,  Lewiston,  Maine,  for  full  particulars.  It  will  surely 
interest  any  canner  looking  for  a  fine  opening  for  new  or  branch 
location.  Heart  of  Maine  Packing  Co.,  8  Prescott  St.,  Lewiston, 
Maine. 

HELP  WANTED 

WANTED — Young  man  for  sales  department  by  large  canned 
food  manufacturer.  Selling  qualifications  essential;  experience 
not  necessary,  but  helpful.  State  all  particulars.  Address 
Box  B-2279  c/o  The  Canning  Trade. 

_ SITUATIONS  WANTED _ 

WANTED — Position  as  Superintendent  or  Food  Chemist. 
Nine  years  technical  experience  in  canning  plant  and  laboratory 
work  as  food  chemist  and  supervisor.  Employed  at  present  but 
desire  change  to  a  smaller  city.  Address  Box  B-2282  c/o  The 
Canning  Trade. 

POSITION  WANTED — ^As  Manager.  16  years  operating 
group  plants.  Now  connected  with  one  of  largest  plants  in 
South.  Reference  from  present  and  former  employers.  Desire 
location  in  the  West.  Address  Box  B-2274  c/o  The  Canning 
Trade. 
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POSITION  WANTED — By  competent  man  capable  of  organiz¬ 
ing  and  operating  a  canning  factory,  practical  experience  with 
factory  operations  from  contracting  to  finished  products.  Ad¬ 
dress  Box  B-2271  c/o  The  Canning  Trade. 


POSITION  WANTED — As  Superintendent  of  canning  plant 
by  man  of  38  with  15  years’  experience.  Can  build,  equip  and 
pack.  Familiar  with  peas,  stringless  beans,  sugar  corn,  lima 
beans,  tomatoes  and  spinach.  Understand  field  work  thoroughly. 
Best  references.  Address  Box  B-2272  c/o  The  Canning  Trade. 


POSITION  WANTED — Superintendent  of  production,  ma¬ 
chinist,  plant  installer.  20  years  experience  in  the  canning 
business.  Address  Box  B-2288  c/o  The  Canning  Trade. 


^  The  only  Universal  Blancher  made 
which  drains  oil  the  bottom  and  skims 
the  scum  off  the  blanching  water 
AUTOMATICALLY,  while  operating. 
Temperature  controls  ore  at  the  inlet 
end.  and  heat  the  water  inunediately 
upon  entering.  Write  Berlin  Chapman 
Co..  Berlin.  Wis. 


BERLIN  CHAPMAN 


A  COMPLETE  LINE  OF  CANNING  MACHINERY  FOR  ANY  PLANT 


MORRAL  CORN  CUTTER 

Either  Single  or  Double  Cut 


Morral  Combination 
Corn  Cutter 

For  Whole  Grain  ot 
Cream  Style 


Morral  Corn  Husker 

Either  Single  or  Double 

Morrai  Labeiing  Machine 

and  other  machinery 


Write  for  catalog  and 
further  particulare 


MORRAL  BROTHERS,  Morral,  Ohio 


SMILE  AWHILE 

There  is  a  saving  grace  in  a  sense  of  humor 
Contributions  Welcome 


CLASSIER 

A  customer  approached  Lapidus’  pushcart  and  asked 
the  price  of  herring. 

“Today,”  smiled  the  merchant,  “I’m  having  a  special 
on  herrings.  Six  cents  each.” 

“Six  cents!”  protested  the  customer.  “Why,  down 
the  street  is  a  man  who’s  selling  herring  for  a  nickel. 
And  it’s  the  same  herring.” 

“I  know,  I  know,”  said  Lapidus  proudly.  “But  I’m 
wrapping  mine  in  later  editions!” 

On  a  street-car  a  man  gave  his  seat  to  a  woman.  She 
fainted.  On  recovering  she  thanked  him.  Then  he 
fainted. 


TAINT  SO 

Customer:  I  don’t  want  to  buy  your  crackers;  they 
tell  me  the  mice  are  always  running  over  them. 

Grocer:  That  isn’t  so.  Why  the  cat  sleeps  in  the 
barrel  every  night. 

A  patent  medicine  manufacturing  company  received 
the  following  letter  from  a  satisfied  customer: 

“I  am  very  much  pleased  with  your  remedy.  I  had 
a  wart  on  my  chest,  and  after  using  six  bottles  of 
your  medicine,  it  moved  to  my  neck,  and  now  I  use  it 
for  a  collar  button.” 


EVEN  BETTER 

“Married  women  wear  wedding  rings.  Why  don’t 
married  men  wear  something  to  distinguish  them  from 
single  ones?” 

“They  do.  Worried  looks.” 

Mama:  Johnny,  if  you  eat  any  more  pie  you’ll  burst. 
Johnny:  Well,  pass  the  pie  and  get  out  of  the  way. 


WON’T  STOP  GROWING 

“Do  fishes  grow  fast  Jimmie?” 

“Some  of  them  do.  My  father  caught  one  last  year 
that  grows  an  inch  everytime  he  tells  about  it.” 

The  summer  boarder  asked,  “Why  is  it  that  old  hog 
keeps  trying  to  come  into  my  room  ?  Do  you  think  he 
has  taken  a  fancy  to  me?” 

Little  Willie  explained,  “Why  that’s  his  room  in 
winter.” 


WARNING 

Dean:  So  you’re  back  in  school.  I  thought  I  ex¬ 
pelled  you  last  week. 

Upstart:  You  did,  but  don’t  do  it  again,  because  my 
dad  was  plenty  sore. 
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WHERE  TO  BUY 


the  Machinery  and  Supplies  you  need,  and  the  Leading  Houses  that  supply  them. 
Consult  the  advertisements  for  details. 


adhesives. 

Commercial  Paste  Co.,  Columbus,  Ohio. 

F.  G.  Findley  Co.,  Milwaukee,  Wis. 

adjusters  lor  Detachable  Chains. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 


AGITATORS 

Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 


BASKETS,  Picking. 

Planters  Mfg.  Co.,  Portsmouth,  Va. 

Riverside  Manufactunng  Co.,  Murfreesboro,  N.  C. 
Baskets,  Wire,  Scalding,  Pickling,  etc.  See 
Cannery  Supplies. 


BEAN  SNIPPER,  Green  String. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

beet  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Scott  Viner  Co.,  Columbus,  Ohio. 

BELTS,  Carrier,  Rubber,  Wire,  Etc. 

Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

La  Porte  Mat  and  Mfg.  Co.,  La  Porte,  Ind. 

A  K  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


BELT  LACING 

Flexible  Steel  Lacing  Co.,  Chicago,  Ill. 

BLANCHERS,  Vegetable  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  I. 
Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOILERS  AND  ENGINES,  Steam. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


BOOKS,  on  Canning,  Formula,  Etc. 

A  Complete  Course  in  Canning. 

How  to  Buy  and  Sell  Canned  Foods. 

A  History  of  the  Canning  Industry. 

The  Almanac  of  the  Canning  Industry. 

All  published  by  The  Canning  Trade,  Baltimore. 

BOX  (Corrugated)  SEALING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


BOXES,  Corrugated  Liner-Joint. 

David  Weber  &  Co.,  Philadelphia,  Pa. 

BOXES,  Lug,  Field,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

BOXING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Wks.,  Westminster,  Md. 


BROKERS. 

Phillips  Sales  Co.,  Cambridge,  Md. 

BURNERS,  OU,  Gas,  Gasoline,  Etc. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CAN  MAKERS'  MACHINERY. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

CANNED  FOODS. 

Phillips  Packing  Co.,  Cannbridge,  Md. 

Phillips  Sales  Co.,  Cambridge,  Md. 

CANS,  Tin,  AU  Kinds. 

American  Can  Co.,  New  York  City. 
Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

Heekin  Can  Co.,  Cincinnati,  Ohio. 

National  Can  Co.,  Inc.,  New  York-Baltimore. 
Phelps  Can  Co.,  Baltimore,  Md. 

Phillips  Can  Co.,  Cambridge,  Md. 

CAN  TESTING  MACHINERY. 

Cameron  Can  Machinery  Co.,  Chicago,  Ill. 

CAN  WASHING  MACHINES. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CANNERY  SUPPLIES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Capping  Steels,  Soldering.  See  Cannery  Sup. 

CARRIERS  AND  CONVEYORS,  Spiral. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Catsup  Machinery.  For  the  preparatory  work: 
see  Pulp  Mchy. 

CHAIN  ADJUSTERS. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

CLEANING  AND  GRADING  MACHY.,  Fruits. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

CLOCKS,  Process  Time. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CLOSING  MACHINES,  Open  Top  Cans. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 
CONVEYORS  AND  CARRIERS,  Canners. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

CONVEYOR  BELT  FASTENERS 
Flexible  Steel  Lacing  Co.,  Chicago,  III. 

COOKERS,  Continuous,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  111. 
Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COOLERS,  Continuous. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

COPPER  COILS,  for  tanks. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Copper  Jacketed  Kettles.  See  Kettles,  Copper. 

CORN  COOKER-FILLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


CORN  HUSKERS  AND  SILKERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

CORN  SHAKERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CORN  TRIMMERS 
Food  Mach.  Corp.,  Hoopeston,  Ill. 

Sinclair  Scott  Co.,  Baltimore,  Md. 

United  Co.,  Westminster,  Md. 

CRANES  AND  CARRYING  MACHINES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CRATES,  Iron  Process. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CUTTERS,  Vegetable,  Mincemeat,  Etc. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

DECORATED  TIN  (or  Cans,  Caps,  Etc.). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

National  Can  Co.,  New  York-Baltimore. 

DUSTS  &  SPRAYS  (insect  control). 

Agicide  Laboratories,  Milwaukee,  Wis. 

Rohm  &  Haase  Co.,  Philadelphia,  Pa. 

ENAMELED  BUCKETS,  PAILS,  Etc. 

Food  Machinery  Corporation,  Hoopeston,  111. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

ENSILAGE  DISTRIBUTORS. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

EVAPORATING  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

EXHAUST  BOXES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  61  Co.,  Inc.,  Baltimore,  Md. 

FACTORY  TRUCKS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FIBRE  CONTAINERS  for  Food  (not  hermeticedly 
sealed). 

American  Can  Co.,  New  York  City. 

Continental  Ciui  Co.,  New  York  City. 

FILLING  MACHINES,  Can. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Ch.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FINISHING  MACHINES,  Catsup,  Etc. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

FORMULAS 

Griffith  Laboratories,  Chicago,  Ill. 

GENERAL  AGENTS  for  Machinery  Mfrs. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Crmning  Madiinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

GLASS  LINED  TANKS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

HYDRAUUC  CONVEYING  EQUIPMENT. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Scott  Viner  Co.,  Columbus,  Ohio. 
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INSECTICIDES. 

Agicide  Laboratories,  Milwaukee,  Wis. 

Rohm  &  Haas  Co.,  Inc.,  Philadelphia,  Pa. 

INSURANCE,  Cannen. 

Canners'  Exchange,  Lansing  B.  Warner,  Chicago. 
Jacketed  Kettles.  See  Kettles,  Copper. 

JACKETED  PANS,  Steam. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KETTLES,  Copper,  Plain  or  Jacketed. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ul. 
Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Kettles,  Enameled.  See  Glass-Lined  Tanks. 
KETTLES,  Process. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KNIVES,  Miscellaneous. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

•A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

KRAUT  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Haitsen  Caiming  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

KRAUT  MACHINEHY. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

LABELING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Co.,  Westminster,  Md. 

LABEL  MANUFACTURERS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  &  Co.,  Chicago.,  Ill. 

Lehmann  Printing  &  Litho.  Co.,  San  Francisco,  Cal. 
Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

LABORATORIES,  for  Analyses  of  Goods,  Etc. 
Griffith  Laboratories,  Chicago,  Ill. 

National  Canners  Assn.,  Washington,  D.  C. 
LACING,  BELT 

Flexible  Steel  Lacing  Co.,  Chicago,  Ill. 

MaK  CONDENSING  AND  CANNING  MCHY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
MIXERS 

Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

OYSTER  CANNERS'  MACHINERY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PASTE,  CANNERS'. 

Commercial  Paste  Co.,  Columbus,  Ohio. 

F.  G.  Findley  Co.,  Milwaukee,  Wis. 

F.  H.  Langsenkamp  &  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

PEA  AND  BEAN  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Ferry-Morse  Seed  Co.,  Detroit-^an  Francisco 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Robson  Seed  Farms,  Hall,  N.  Y. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

Washburn  Wilson  Seed  Co.,  Moscow,  Idaho. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

PEA  CANNERS'  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 
Huntley  Manufacturing  Co.,  Brocton,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 


PEA  VINER  FEEDERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  C^.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  ^Itimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  TABLES,  Continuous. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PINEAPPLE  MACHINERY. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PRESERVERS'  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PULP  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PUMPS,  Air,  Water,  Brine,  Syrup. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEALING  MACHINES,  Box. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SCALDERS,  Tomato,  Etc. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEASONINGS 

Griffith  Laboratories,  Chicago,  Ill. 

SEEDS,  Canners',  All  V^urieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Ferry-Morse  Seed  Co.,  Detroit-^an  Francisco 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Robson  Seed  Farms,  Hall,  N.  Y. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

Washburn  Wilson  Seed  Co.,  Moscow,  Idaho. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

SEED  TREATMENT. 

Bayer  Semesan  Co.,  Wilmington,  Del. 

Rohm  &  Haas  Co.,  Inc.,  Philadelphia,  Pa. 

SEWAGE  DISPOSAL. 

Berlin  Chapman  Co.,  Berlin,  Wis. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Mach.  Corp.,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SHEET  METAL  WORKING  MACHINERY. 
Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

SIEVES  AND  SCREENS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SILKING  MACHINES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 

SPEED  REGULATING  DEVICES  (for  Machines. 
Belt  Drives,  Etc.). 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SPRAYS  &  DUSTS  (insect  control). 

Agicide  Laboratories,  Milwaukee,  Wis. 

Rohm  &  Haas  Co.,  Inc.,  Philadelphia,  Pa. 
STENCILS,  Marking  Pots  and  Brushes,  Brus 
Checks,  Rubber  and  Steel  Type,  Burning 
Brands,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Steam  Jacketed  Kettles.  See  Kettles. 

Steam  Retorts.  See  Kettles,  Process. 


STIRRERS  FOR  KETTLES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

STRING  BEAN  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


Ayars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

E.  J.  Judge,  Alameda,  Calif. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TANKS,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TANKS,  Glass  Lined,  Steel. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

F .  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

TANKS,  Wooden. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TOMATO  CANNING  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  IndianaiJolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TOMATO  JUICE  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hansen  Canning  Machinery  Corp.,  Cedarburg,  Wis. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TOMATO  PEELING  MACHINE. 

Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TOMATO  SEED. 

Ferry-Morse  Seed  Co.,  Detroit — San  Francisco 
Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Robson  Seed  Farms,  Hall,  N.  Y. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 


TOMATO  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


VACUUM  PANS 

Hamilton  Copper  &  Brass  Works,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 


VEGETABLE  CUTTERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


VINERS  AND  HUUERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 
Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 


WASHERS,  Can  and  Jar. 

Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


WASHERS,  Fruit,  Vegetable. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Scott-Viner  Co.,  Columbus,  Ohio. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 
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THE  CANNING  TRADE 


PLANTS 

OF  THE 

PHELPS  CAN  CO 

MANUFACTURERS  OF 

TINT  CANS 

CAPACITY  600  MILLION  CANS  PER  YEAR 

^  MAIN  OFFICE 

BALTIMORE.  MD.  ^ 


AVARS  IMPROVED  UNIVERSAL  TOMATO  FILLER 


WEIRTON.W.VA. 


also  for  Cut  Strina  Beans 


#  For  Filing  Whole  Tomatoes. 

9  Measures  each  can  full  alike  with¬ 
out  crushing. 

0  Measured  amount  of  juice  deliver¬ 
ed  in  empty  can. 

0  Shaker  Fruit  adjusting  plate. 

0  Compression  adjustment. 

0  Can  adjust  to  any  weight  desired. 
Prices  on  request. 

AVARS  MACHINE  COMPANY 

SALEM,  NEW  JERSEY 


JUICE 

ADJUSTMENT 


Semites  Heed 


BRED 
to  give 
the  canner 
all  he  looks  for 
in  a  beet 


DEEP  RED  COLOR 
FINE  TEXTURE 
STRONG  TOPS 


canning 
whole-small 
diced  or 
sliced 


^X)Ji  dlfxat  iPJfwpjriejni  oJi  UndeA  OxUnAe  QontAaci 

Associated  Seed  Groivers,  Inc. 

Breeders  and  Growers  of  Vegetable  Seeds  since  1856 

Keu)  haven,  Connecticut 

Sales  Branches: 

Atlanta  Indianapolis  losAngclcs  Memphis  Salinas 


